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WORLD OVER 











WE HAVE BEEN MANUFACTURING .THE STAR BLADE FOR 
OVER FORTY-TWO YEARS AND IT IS A SOURCE OF MUCH 
SATISFACTION TO US TO KNOW THEIR UNIVERSAL FAVOR 
AND TREMENDOUS SALE THROUGHOUT THE ENTIRE LAND. 


WE ARE ENTERING INTO THE NEW YEAR OF 1925 WITH A 
PROMISE OF THE GREATEST STAR YEAR SINCE 18853. 


WE WOULD LIKE TO SHARE OUR HAPPINESS AND PROS- 
PERITY FOR 1925 WITH MORE DEALERS AND SINCERELY 
URGE THEIR JOINING TO HELP US SELL MORE STAR BLADES. 


CLEMSON BROS., INC. 


. MIDDLETOWN, N. Y. 
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SAVE a WEEK for PYREX 


Tenth Anniversary 
Program! 


| 975 is the Tenth Anniversary of PYREX. 


For ten years PYREX has been lightening labor and beautifying serv- 
ice in American homes. 








In those ten years, merchants have made sales of more than 25,000,- 


000 pieces of PYREX! 


Naturally we want to make our Tenth Anniversary of special in- 
terest and value to merchants who have been such important factors 


in the success of PYREX. 


The January-February part of the PYREX Anniversary Rrogram offers: 
1. A new idea in a Window-selling Display; 
2. Cook Books for Free Distribution; 
3. Broadside for Window— 


inviting your patrons to come in for the Cook Books 
and featuring in enlarged form the first of the im- 
portant Four-color pages appearing throughout the 
year in Ladies’ Home Journal. 


CELEBRATE by SELLING MORE 


Fill in the coupon and put in the mail today for free display 
material and full information. 





CORNING GLASS WORKS 


Corning, New York 


1925 is 

PYREX 10th 
ANNIVERSARY 
Watch for 


Announcement 


March Ist! 


We will save a week for the Jan.-Feb. Advertising and Sales 
Plan. Send Display Material and Cook Books. 


Fee eaeeeeaucuseseeeee{ 
Leases en man eee dd 


PYREX Sales Division 
CORNING GLASS WORKS, Corning, N.Y. 


World’s Largest Makers of Technical Glassware 
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Now Nationally Advertised 
to Over 1,300,000 Actual 
and Potential Level Users 


The leadership of this line has been estab- 
lished over a period of thirty years. Skilled 
craftsmen everywhere know and appreciate the 
superior features of the Sand’s product. Sell 
‘em what they want. 








Feature Sand’s Levels in Your Window 





Tie up with this national advertising in your 
windows and your local newspaper advertising. 
Cash in on the increased sales thus stimulated. 








More Building in 1925 Means More 


Demand for Levels 


Sell °em Sand’s—it’s easier, for Sand’s Levels 
are favorably known—their factory built-in 
accuracy and many other advantages have been 
thoroughly demonstrated on the Job for years 
and years. 


Stocked by Jobbers Everywhere 


Make a note in your want-book for what- 
ever fill-in stock of Sand’s Levels you need. 
Get them in and ready for the biggest year the 
building trades have ever known. 





SANDS : LEVEL &° TOOL CO. 


Owned—J. SAND @ SONS—Operated 
584A Fischer Avenue Detroit, Michigan. 
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Have You Placed 
Your Order? 


The Junior Mechanic Saw has be- 
come famous because it is a regular 
saw for a he-man or boy, and 
wide-awake hardware dealers 
are selling large quantities of 
them throughout the United 
States and Canada. 


A Moderate Price Saw 


This high grade saw can 
be sold at a moderate 











































Spect- 


















price, and at the same : 

time pay youa legiti- fications 

mate profit. The junior 
Order Today Mechanic is 


made in one size, 
20 inches long, 9 
points, straight or skew 
back, taper ground, high- 
ly polished; handle mission 


Place an order 
with your job- 
ber and have 
a stock on 






hand to take stained and full carved; fit- 
care of your ted to blade with two nickel 
orders. plated saw screws and medal- 






lion. Each saw is packed in an 
attractive, individual blue and 
white carton. . 


We Can Make Immediate Delivery 


‘The Finest on Earth” 


E. C. ATKINS @ COMPANY 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory: INDIANAPOLIS, U. S. A. 
Canadian Factory: Hamilton, Ont., Can. 














BRANCH HOUSES: 


Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. Sydney, N. S. W. 
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One of the 8 Reasons for 


Perfection is the “best advertised oil stove line” — 















Because millions of women, the world over, are 
constantly telling their neighbors of Perfection’s | 
year around satisfaction—the best kind of advertis- 
ing any product can get. 


Because the yearly volume of Perfection advertis- 
ing in magazines, farm papers and newspapers is 
greater than that of any other stove of any kind. 


Because Perfection advertising is directed right at 
the oil stove market and tells a story of modern oil 
stove service which is creating new oil stove pros- 
pects in every community. 


Because we keep everlastingly at it—advertising 
every month in the year. 


z 9% 2s 


Perfection advertising will appear this year in the 
following publications: 


The Ladies Home Journal Peoples Home Journal 


McCall’s Magazine Needlecraft 
Pictorial Review Woman’s World 
Good Housekeeping Christian Herald 
The Saturday Evening Post Holland’s Magazine 
© 2 2 
The Farmer’s Wife Capper’s Farmer 
Country Gentleman Southern Agriculturist 
Successful Farming Southern Ruralist 
The total circulation of this great Farm Journal Progressive Farmer 
list exceeds 20,000,000 copies Farm and Fireside 
and from 4 to 10 Perfection ad- and 30 State Farm Papers 
vertisements will appear in each 
publication. Color pages and In addition to these national magazines and farm 
special positions will predominate. papers hundreds of newspapers will be used during the 
spring and fall. 


THE CLEVELAND METAL PRODUCTS COMPANY 


/ 51 5 P. latt Avenue In Canada, the Perfection Stove Co., Ltd., Sarnia, Ontario Cleveland, Ohio 


PERFECTION | 


Oil Cook Stoves and Ovens 
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Best Advertised 














Perfection Dealer Profits 


You can make sure of your profits from this 1925 
Campaign by the constant use of Perfection selling 
helps—all of which are free. 


There will be catalogs, folders and envelope en- 
closures for your use—planned to carry on into 
greater detail the interesting message of the ma- 
gazine advertisements. There are ad proofs for 
your windows, electros for local newspaper cam- 
paigns, display cards for use on stoves—all effective 
means of identifying you as a Perfection dealer. 


"a & | 


A unique new display—equally attractive in your 
window or in the store—drives home the Perfec- 
tion story. 


Everything which will help make your selling easier 
and your oil stove profits greater is included in the 
selling helps for 1925. 


In addition to the fact that Perfection is the “best 
advertised”’ oil stove, there are seven other reasons 
for Perfection dealers’ profits. 


1. The 100% Complete Oil Stove Line. 
2. The Line That Sells the Year Around. 
4, The Universally Accepted Line. 

5. The Line of Fastest Turnover. 


The 100% complete Perfection Line 


6. The Line of Greatest Yearly Profit. includes stoves and ovens in sizes, 
; t ices t it 
yf The Line That Satisfies Consumers. ae 4s le ree. phoma 


§S. The Line of Complete Dealer Cooperation. 


THE CLEVELAND METAL PRODUCTS COMPANY 


/. 5 y | 5 Platt Avenue In Canada, the Perfection Stove Co., Ltd., Sarnia, Ontario Cleveland, Ohio 





and PURITAN 


Oil Cook Stoves and Ovens 
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an i CRESCENT TOOLS 


1 , 
We \“e m ~if you show them 


you sell them: 












DB8~ 

Moter Kit 

Pliers > DBO- 
Gin.& Bin. 

a’ ty Wrench LD the past two years, we have introduced 

Thin Nose , ~~ : \ | € RE SGI eh to the trade this line of counter displays— 


and the Crescent Kit. 

















Right now hardware dealers are selling Crescent 
Tools faster than ever before. Yet there is no 
correspondin g increase in actual sales effort. 


It evidently pays to put Crescent Tools on 
counters or in windows so that customers know 
you have them. 


There is no extra charge for these Crescent 


4in. Crescent Display Boards. Your jobber has them. 


CRESCENT TOOL COMPANY 
204 Harrison St., Jamestown, N. Y. 






Originators of the Crescent Wrench 















DB4- oF Youn 
Screwdriver Display he 
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When you buy 


This guarantee is at- 
tached to every coil of 
H. & A. *‘Blue Heart’’ 
Manila Rope—a pro- 
tection when you buy 


As you sell 


Rope with the “Blue 
Heart’’ marker in the 
center between the 
strands, yourcustomers 
will find the best rope 
they ever bought. That 
means satisfied custom- 
ers for you 










“Blue Heart” Manila 

found to be not as represented 

will be replaced. 

THE HOOVEN & ALLISON CO. 

ae eae 

KENIA, O. 
0 B8.a 








You take no risks with this rope 


The H. & A. “‘Blue Heart”’ guarantee tag 
is your protection when you buy rope. 
It means that you are getting rope spun 
from specially selected pure manila fibre, 
and made with the highest skill. 

Ordinary rope, you know, may look 
and feel better than it is. There are many 
grades even of manila fibre that can be 
spun into “‘manila rope.”’ 

When you sell, the “Blue Heart’’ mark- 
er is both your help and protection. It 





means quality to your customers that 
helps make the sale. And it is also an as- 
surance of satisfaction that brings them 
back season after season. 


Where high grade sisal rope is wanted 
sell the best—H. & A. ‘‘Red Heart’’ Sisal 
Rope—spun from selected sisal fibre by 
the same skilled rope makers. 


Build a permanent rope business in 
your territory with the famous H. & A. 
brands of dependable rope. 








H. GA. “Star Brand” Binder Twine 


evenly spun from carefully selected fibres, is of full 
yardage, and has ample strength for binding purposes. 








The Hooven & Allison Company 


“Spinners of Fine Cordage since 1869”’ 
XENIA, OHIO 


MILLS: 
Cincinnati, Ohio 


Xenia, Ohio 





MILLS: 


North Kansas City, Mo. 
Covington, Ky. 


H®&A “Blue Heart” Manila Rope 


Trade-Mark Reg. U.S. Pat. Off. 


© 1925, The Hooven & Allison Co. 
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Designed to Be the Strongest and 
Best Screw Driver Made 


Malchless, Screw Drivers Are Superior 
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General Construction 
. Steel extends clear through and the blade can- 








not turn in the handle. It is held securely by 
a heavy steel rivet through ferrule, blade and 
handle and the hexagonal shape at butt. 


Handles large in diameter, giving greater 
power, and do not cramp or tire the hand. 
Steel in butt is extra thick—they can be ham- 
mered on without. injury, and the handles 
will not come off, split or loosen. 


Steel 


Of a special analysis, found after many tests 
and years of experience to be the best for this 


purpose. 
Workmanship 


Made by carefully trained men using the very 
latest and most approved manufacturing facil- 
ities. 











Heat Treatment 




















With the most modern equipment, all blades 


are heat treated by a scientific method, mak- 8 inch Matchless 


Screw Driver sup- 


8 inch size driven 


through four ing the points extremely tough and the shanks porting weight of 
inches of hardwood “springy” so they can be subjected to very two men 
severe strains without bending wher used for 
prying. 
Finish 


Blade and ferrule finely polished. Handles have a smooth dull black finish which will not 
crack or chip. 


Tests and Guarantee 


Matchless Screw Driver blades are tested twice before assembly under greater pressure than 
the hand can supply. Unconditionally guaranteed. 


THE BRIDGEPORT HARDWARE MFG. CORP. 


Bridgeport, Conn., U. S. A. 
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Distinctive coloring — mark- 
ing—packing — pricing —con- 
tinuous national advertising, 
and effective display material 
— these are all part of a suc- 
cessful plan to make and sell 
the Stanley line of Four 
Square tools for household 
ee Se BO se Se a eo 


STANLEY, New Britain, Conn., U.S. A. 
New York 
Chicago San Francisco Los Angeles Seattle 




















STANLEY 


Four-SQUARE HouSEHOLD TOOLS 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw Co. 


PROVIDENCE , RI, 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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GRAY-WICK 


SCREEN WIRE CLOTH 


Dull Finish—Multiple Coat 
Galvanized After Weaving 
Extra Heavy Electro Zinc Coating 
and Enameled with White Varnish, 
which Binds Wire together and makes 
a Dull Gray Finish throughout. 
Made from Open Hearth Steel. 
Compare weight of our Screen Cloth 
with other makes. 


12 Mesh, No. 33 guage each way 
14 Mesh, No. 33 guage each way 
16 Mesh, No. 33 guage filler 

No. 34 guage warp 
18 Mesh, No. 34 guage filler 

No. 34 guage warp 


Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


Wickwire Brand Hex Nettings 


Galvanized Before or After Weaving 


Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS 


ENTIRE FACTORY AND OFFICES 
CORTLAND, NEW YORK, U. S. A. 


ESTABLISHED 1873 INCORPORATED 1892 
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STEELCRAFT 


Juve ntitie Aateme bBit¢€s 











Announcing 


The 1925 Shadlebait Line 


We take pleasure im announcing a greatly 
enlarged and beautiful new line of Steel- 
craft Juvenile Automobiles and Miniature 


Trucks for 1925. 


18 new automobiles 

New designs—more than ever actual copies of the big cars 
they represent 

All models will be striped 

9 models have nickel-plated radiator and other accessories 

Great variety of brilliant color schemes 

Additional accessory equipment 

Larger cars for larger children 

Guaranteed deliveries 

Real automobile springs 

Greater national advertising campaign 











Write for Catalog and Prices 


Also a brand new line of miniature trucks. Eight 
models in all. A great variety—attractive colors— 
each built in the usual scientific Murray manner. 








January deliveries on both 














To be exhibited Steelcraft Juvenile Auto- | To be gee re (24th em 
New York Tov Fai mobiles and Miniature Convention an ibition of the 
“ ees “ie wy sa Trucks. Order your samples Pennsylvania and Atlantic Seaboard 
=. aa aaa Hardware Association, Philadelphia 
Coan Commercial Museum, Space 392, 
February 2 to March 7 THE MURRAY PRODUCTS CO. February 17 to 20 
CLEVELAND, OHIO 
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| STEELCRAFT > 
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Wait— 


for the sensation of the year! 


At the forthcoming Toy and Hardware 
Shows, Steelcraft will exhibit a brand new 
novelty for children from three to ten years 


old. 


Without question it will be the sensation 
of the 1925 toy season. 


Never before on the market. 





Unusual in conception and bound to be a 
great seller throughout the year. 


See us at the Shows and ask to be allowed 
to peek at the great new toy sensations. 








Murray Products Company Steelcraft Juve- 
nile Automobiles and Minjature Trucks Are 
on Display at Strobel Wilken Company, 33-37 
Fast 17th St., New York City; J. A. Williams 
& Co., 1261 Broadway, New York City. 


You will want to see this line before 
you buy. Write for catalog and samples. 


Announcement to me 














THE MURRAY PRODUCTS Co. 
CLEVELAND, OHIO 
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Desiring to place distributors of ammunition where they can, to the greatest 
extent, serve the needs of the consuming public, we announce the following 
changes in the Peters line of shot gun shells, effective January 1, 1925. 


We will discontinue the manufacture of our High Gun shell, which has heretofore 
been supplied loaded only in dense powder, and in its place, when dense powder 
is specified we will supply our Target shell, manufactured exactly the same as 
High Gun, except in color. 


We will thus supply both bulk and dense powder in one brand of shell, and this 
brand will be Target, but where dense powder is loaded, the shell will be especially 
designed for such powder and exactly the same in all respects as we have previously 
supplied High Gun. Where bulk powder is loaded the shell will be especially 
designed for this type of powder and in all respects the same as the Target here- 
tofore. Summarizing, you have a Target shell for bulk powder and a Target shell 
for dense powder, in all standard load combinations as shown in our new list effec- 
tive January |, 1925, and bearing Number 102. We will continue to supply High 
Gun until stock on hand is exhausted. Kaz 


Firmly believing our Target shell is superior in quality to any shell now on the market, and 
seeing no need of a high brass shell to fully and satisfactorily meet all requirements of 
the trade, we are discontinuing the Ideal and Premier shells. Although there may have 
been a time when a high brass shell was necessary to the best interests of the consumer, 
that time is past, as applied to the Peters line of shells, for our Target shell, with its ‘steel 
where steel belongs,’ construction, plus the use of high quality components, will give supe- 
rior results in any of the standard load combinations, but will cost the consumer consid- 
erably less than the same load, and same results, if supplied in either of the high brass 


shells, Ideal and Premier. 


Most important of all, we announce a new shell designed especially for loads beyond stand- 
ard maximum. This shell will be branded “High Velocity,”? packed in a distinctive box 
and case, and is our answer to the shooter's call for an extremely high-velocity, longer- 
range, harder-hitting load. This shell will have a higher brass cup than is used on our 
Target shell, and will be loaded with DuPont Oval or powder of similar character, fully 
branded, in 12, 16 and 20 gauges, and will be supplied with chilled shot only. (See your 
jobber for load specifications. ) 


With these changes we are placing dealers selling Peters shells in a dominating position. 
They can supply every requirement of the shooter and still realize a much quicker turn- 
over on their stock of loaded shells, owing to this standardization and extreme simplifi- 


cation of the ®) line. 
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Our line for 1925 is as follows: 


Referee: 


Victor: 


Target: 


High Velocity: 


Loaded with King’s Semi-Smokeless powder—a load supe- 
rior in all respects to black powder, but selling at the same 
price as black powder loads. ! 


A low priced smokeless shell of unusually high quality in 
materials and construction, assuring most satisfactory shoot- 
ing results. 


Embodying all of Peters superior features, such as “‘steel 
where steel belongs,” rivet battery cup, etc., supplied in both 
bulk and dense standard load combinations. 


A new shell and the only shell built especially for the new 
high velocity progressive burning shot gun powders. This 
shell will be unequalled by any now on the market for high- 
velocity, long-range, hard-hitting results. 


Be sure to have a talk with the next Peters jobbers’ salesman 
who calls. The (P) line will be extensively advertised to 


consumers, and you as a dealer will now be in a position to 
carry in stock comparatively few loads to meet all demands, 
as this plan is a great step forward toward standardization, 
simplification and reduction of unnecessary stocks, yet you 
will be able to give the shooter just what he wants in the 
superior Peters product. 


The Peters Cartridge Company 


Dept. A-22 


CINCINNATI, OHIO 


NEW YORK SAN FRANCISCO 


DETERS 
MUOUNITION 
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Metallic success is a tale of 









re-orders, repeat orders that 
prove consumer choice and demand 


We do not know how many thousands of hardware dealers 
sell Metalcraft Playons, but we do know they like our goods. 


You can sell the jobber once, maybe twice, but the real 
answer to carload business is the “little old” repeat orders 
that flow in, in an ever-increasing stream. 


It is always speculative on the part of any buyer as to what 
consumer demand will be. We went ahead of the proces- 
sion, pioneered the new in an all-steel, built-to-last Metal- 
craft line of Kids Playons, beautiful in design, finished in 
every detail and with a durability that showed up under 
long, hard service. 


And a definite selling policy went right along with better 


merchandise. Dealers and jobbers liked that. A one-price 


policy eliminated misunderstandings. Our job is to con- 
tinue to make better goods, to deliver in ever-increasing 
quantities because Metalcraft goods are not “toys,” but 
standard merchandise sold every day in every town to our 
ever-increasing market. 


Our prices are Right—are you familiar with our line? 


METALLIC INDUSTRIES, Inc. 
4127 Forest Park Blvd. St. Louis, Mo. 


January 8, 1926 





SELL WITH THE CURRENT 














SELL WITH THE CURRENT 


No povust you have stood by some 
mountain torrent and seen a yellow 
autumn leaf tossed and whirled along 
in-the rush of the current. Or you have 
been swimming in some inland river, 
so calm you could hardly see it move. 
You swam for a few strokes down- 
stream. Then you faced the current. 
At once you noticed the difference. It 
is easier to float, or sail, or swim with 
the current! And it is easier to se// with 
the current! 


For many years thousands of 1847 
Rogers Bros. dealers throughout the 
country have been selling with the cur- 
rent of silverware preference. They 
have been aided in their sales efforts 
over the counter and through the win- 
dow by an ever swelling demand for 
‘‘1847 Rogers Bros.’’ They have been 
handling a line of silverplate known 
and respected by four generations of the 


American people. They have had the 
benefit of the most thorough and un- 
usual and successful advertising cam- 
paigns ever run on silverware. 





- This year the current of preference 


for ‘1847 Rogers Bros.” promises to swell 
to a torrent. The silverplate is as beau- 
tiful and durable and appealing as ever. 
The advertising will be continued on an 
even more productive scale. The An- 
cestral, the new pattern, has already 
met with enthusiastic reception. There 
will be an abundance of special chests, 


trays, and other attractive containers. 


New window cards and dealer helps 
will be sure to attract attention. 

The current sweeps on! Your sales 
success will be sure—if you sell with it. 

For dealer helps and window display 
material write to Sales Promotion De- 
partment, International Silver Co., 
Dept. E, Meriden, Conn. 
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ONE CROSBY TOO MANY 


F COURSE she said, ‘Bring 

him along. We'll be glad 
to have him too,’’ when Mabel 
Crosby telephoned -that her 
Cousin Bob had arrived un- 
expectedly for the week-end 
But Bob would make nine at 
a dinner table set for aight 
and set with all the “‘company ~ 
silverware, at that. Tonight, 
again, somebody's place would 
be sparsely and oddly set. This 
had happened too often. Why 


didn't she get more silverware! 
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IS YOUR SILVERWARE EQUAL TO THE UNEXPECTED GUEST? 
Can you welcome the extra guest with the assurance that you have enough 
silverware to set his place correctly? Or does his appearance mean that at 
least one place at table will be set with odd and makeshift pieces? 

Perhaps you despair of making your silver service complete, because -you 
feel that to purchase all you need would be too expensive. Probably you 
do not realize that in ‘'1847 Rogers Bros.’" you may add to vour present 
silverware reasonably and in as small quantities as you desire. You will 
find all the niceties of table setting—bouillon spoons, salad forks, coffee 
spoons, serving pieces—cach unsurpassed in beauty, cach durable enough 
for a lifetime 

The sensible thing is to make your silverware equal to any occasion 
Leading dealers carry the newer 1847 Rogers Bros. patterns 

You will find © Etiquette, Entertaining and Good Sense’ ful) of suggestions for 
successful entertaining. It’s free. Write for your copy today. INTERNATIONA! 
Sitver Co., Dept. E, Meriden, Conn. 
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This advertisement in The Saturday Evening Post, January toth; Ladies’ Home Journal, February 
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ILI DDIE-IKAR 
and Competition 


And they asked me how I did it, and I gave ’em the scripture text, 

**You keep your light so shining a little in front 0’ the next!”’ 

They copied all they could follow, but they couldn’t copy my mind, 

And I left ’em sweating and stealing a year and a half behind 
Kipling’s The ‘‘Mary Gloster’’ 


a eee 


KIDDIE-KAR charted its own course, paying no heed to any 
child’s vehicle ever invented, set its own standard of excellence, 
made its own name and earned its own fame. 


KIDDIE-KAR first came into the world as a child’s vehicle 
which a father had made for his little son. Modestly it started 
out by itself to make a few youngsters in a small Vermont town a 
little happier than they had ever been before --- and in this it 
achieved an unbounded success. 


Its fame soon spread throughout the country and its success 
brought forth hundreds of imitators. But copying a line here 
and a detail there did not make the KIDDIE-KAR. Of the 
hundreds of imitations, the long list almost without exception, 
has fallen by the wayside. 








KIDDIE-KAR’S originality coupled with its sturdy honesty of 
construction had achieved an ideal which others, lacking a manu- 
facturing equipment designed especially for its purpose, could 
not approach in price nor quality. Competitors have had the 
insurmountable problem of meeting the KIDDIE KAR structure 
and the KIDDIE-KAR price with a vehicle approaching it in 

quality of workmanship, material and finish. 

| 


The public’s indorsement of KIDDIE-KAR is substantially con- 
firmed by an annual production far in excess of the combined 
sales of all competing vehicles. 


This popularity carries with it all the elements of good merchan- 
dising-- satisfied customers, rapid turn-over and a liberal trade 
discount. 


H. C. White Company, North Bennington, Vt. 


“KIDDIE KAR” and “KIDDIE” Vehicles 
Trade Mark Trade Mark 


| New York Sales Office—Fifth Avenue Building 
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Alumo Skates riveted to Alumo Skating 
Shoes are made for men and women. 
Models: Racing, Hockey and Arena. 
Finishes: Polished and Satin. 
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* ia 
new stride a 
e Hockey Model, Alumo Skate, satin finish, i 
1 n sales on Men’s Alumo Skating Shoe. " a 
HE name Alumo is written larger than ever 4. Alumos are durable—no rivets or joints to 
on the ice of 1925 sales. Alumo dealers collect rust, loosen or come apart. | 
are profiting by the enthusiasm with which 5. Alumos are fast—scientifically designed to es 
skaters everywhere are welcoming the lightness, give greater speed. is 


the strength, the speed, the beauty and the com- 


fort of Alumos. 


Points of Superiority 
that build sales 


1. Alumos are different—an entirely new type 
of skate, designed and built on an entirely 
new principle. The fine steel runner and 
aluminum body are inseparably molded to- 


gether in one operation. 


2. Alumos are light in weight—the only 
aluminum skate. Markedly reduced weight 
on skater’s feet, making skating easier, faster 
and less tiring. Made of aluminum alloy 
that will not rust and takes a permanent 


finish. 


3. Alumos are strong—practically indestruc- 
tible, because of the selected material and ex- 


tremely accurate patented construction. 


> 


6. Alumo Skates are sold only on Alumo 
Skating Shoes. Alumo Skating Shoes, 
stylishly cut on original patterns, are made 
on lasts formed to fit exactly the curvature 
of the scientifically shaped heel and sole 
plates of Alumo Skates. A combination won- 
derfully comfortable and heretofore unob- 
tainable. 


7. Alumos are advertised—Well-planned ad- 
vertising is run at the height of the selling 
season to reach consumers. 


Send for catalog 


Hundreds of dealers already know the possibilities for 
profit in Alumo Skates. They have made money with 
them. So can you. Get complete information for your- 
self. Ask your jobber about Alumos or write direct to us 
today for a catalog. This puts you under no obligation 
to buy. The catalog will be sent to you by return mail, 
postage paid. 


INTERNATIONAL DEVELOPMENT CO. 


Sole Owners of Alumo Skate Patents 
Dept. Ci, Malden, Mass. 








Alumo Skates 
and Skating Shoes 
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: ROTECT Your Home— Learn to Shoot”’ is the 

patti of the Smith & Wesson ideal of 
the duty of citizenship. That a man should protect 
what is his own is America’s oldest tradition. 
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And to aid the honest citizen in achieving this pro- 
tection is the mission of each Smith & Wesson dealer. 


Se 


x ; 


To bring to your community the protection aftorded 
by this SUPERIOR arm is to render enduring service 


in a just cause. 


MITH & WESSON 


Manutacturers of Superior ‘Revolvers 


SPRINGFIELD 
MASSACHUSETTS 
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Catalogue sent on request. Address N. 1 
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No arms are genuine Smith & Wesson Arms unless 
they bear, plainly marked on the barrel, the name 
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SMITH & WESSON, SPRINGFIELD, MASS. 


|i 


| 


eben OTR MAS 
I" i 
. | 
/ Ts , 
| ~ : 
%: 


“\ 
eis 


Western Representative: 
Andrew Carrigan Company, Rialto Bldg., San Francisco, Cal., Los Angeles, Cal., Seattie, Wash. 
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NATIONAL 


Allsteel Coasters and Scooters 


Watch the eyes of youngsters brighten 
When they see them in your store! 


NEW day in healthful, happy outdoor play for boys and girls is here—and 
A with it comes the National, a new, better type of junior vehicles. They are 
inexpensive—they are sturdy—they are attractive in their bright colors. They 
make the young folks want them on sight—and that’s the real sales test. How 
proud they are to own a National! It brings a thrill of delight to hear other boys 
and girls exclaim: ‘“There’s a dandy!” when a National goes speeding up the 
street ! 










Dealers know the sales value of youthful enthusiasm. Here, then, is a fine 
offering of master playthings, splendidly built, at popular prices, that will appeal 
to every child—and every parent—in your territory. 





No. 101 Coaster 







The National Allsteel Coaster is a speedy, all-purpose wagon 


that will stand hard usage for many years. There is nothing to buckle or 
Fifth Wheel bend. Each part is reinforced and protected. The handle is of convenient 
length and easily controlled. Special mechanical features include large, rubber- 
tired wheels with roller bearings; the roomy box, 3342x14'%4x4, with edges and 
corners rounded and strengthened by spot-welded hollow rolled strip to prevent 
bulging; the Fifth Wheel, an innovation in coaster wagon construction, double 
brackets, and a special support for king bolt and handle, affording rigid, flexible 
steering control. 





THE NATIONAL ALL STEEL SCOOTER is mechanically superior and has 
the following NATIONAL features. 


Rigid Steering Support—Non Slip Safety Foot Rest—Reinforced Mud Guards— 
One Inch Rubber Tires—Ball Bearing Wheels—Handy Stand and Stand Lock. 
FOUR ATTRACTIVE COLOR COMBINATIONS 


No. 500 Blue Frame, Red Foot Tread, Yellow Wheels 
No. 501 Blue Frame, Yellow Wheels 

No. 502 Blue Frame, Grey Wheels 

No. 503 Blue Frame, Red Foot Tread, Red Wheels 


Packed two in a carton 


National Juvenile Vehicle Co. 
3860 E. 91st Street, Cleveland, O. 


National Juvenile Vehicles on display at the National Toy Pols. oy 519, Bush Terminal Sales Bldg., 130 W. 42nd St., New | 
or. y 
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Why More Lionel Trains 


were sold in 1924 
than all other makes combined 


HE Lionel Corporation extend their hearty thanks to the dealers who helped them make 1924 the big- 
gest year in Lionel History. In 1924 more Lionel Trains were sold than all other makes combined. 


THE REASONS for LIONEL SUPREMACY 


Lionel Productsare electrically and mechanically 
perfect and have been for 25 years. 


2 Lionel leadership in introducing new and im- 

proved features is consistent — Lionel has led 
every year—ever since 1900 Lionel has been 
“Standard of the World.’’ 


The wonderful new outfits introduced in 1924— 

the Lionel Automatic Train Control and other 
model railroad accessories are but a taste of the 
bigger things coming in 1925. 


4 Dealers have always appreciated the superiority 
of Lionel Products. They have sold them with 
confidence and with complete satisfaction to their 
customers. 


Lionel’s Nation-wide Magazine and Newspaper 

advertising campaigns (with the dealers’ names 
in the newspaper ads) sent tens of thousands of 
customers to Lionel Dealers. More than 500,000 
people asked for Lionel Catalogues in 1924. These 
wonderful 44-page catalogues in actualcolors sold the 
goods even before the customers came to the stores. 
The demonstration of Lionel Quality in the stores 
clinched the sales. 


Watch for the Lionel Innovations this year 


Important announcements will be made soon 


The LIONEL CORPORATION 


Entire Sixth Floor—48-52 East 21st Street, New York City 
Western Coast Representative: | 
M. Sweyd, 180 New Montgomery Street, San Francisco, California 





MODEL RAILROAD 
ACCESSORIES 


ONEL* LECTRIC 








TRAINS 


“MULTIVOLT TRANSFORMERS 
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AL. FOSS BAIT-CASTING REEL 


The Guy that said 
‘“There’s nothing new 
under the sun,” was surely 
conversing through his 
headgear. 









Since then we have seen 
the steam engine, the tele- 
graph, the telephone, the 
automobile, the aeroplane, 
the radio, and many other 
wonderful inventions—and 
now comes the impossible? 
—a snarl-proof casting 
reel. 


RUslale if 





Nearly three hundred patents have been granted on fishing reels—many of them 
designed to prevent the tangling of the line in bait-casting—and nearly all of them 
were “born to blush unseen.’”’ While some of them would prevent the usual snarl— 
they also retarded the cast to such an extent that they were not practical. Others were 
burdened with a lot of “doodads’—“thing-um-a-bobs”’ and “whatchamacallems”’ so that 
they really caused the very thing that they were intended to prevent—the snarling 
of the line. 


Al. Foss Easy Control Bait-Casting Reel 
Price, $25.00 


Equal in design, materials and workmanship to any high grade reel now being made, plus a simple 
centrifugal device revolving within the reel arbor, which absolutely prevents the line from becoming 
tangled. 


Easy running and casts farther than any other reel. 





Nothing to adjust and nothing to get out of order. 


Can be used successfully by anyone without any previous knowledge of casting. 





Practically every bait-caster will buy one of these wonderful reels as soon as they see what it will do, 
regardless of how many reels they may have. 


NOW MR. DEALER—don’t sit back and say “I'll wait and see’’—imany dealers lost a lot of money Mf 
on that policy when they shied at the Al. Foss Pork Rind Minnows, when they were first introduced. | 
History, of course, will repeat itself, but are you going to be one of the slow ones or are you going to a 
cut right in and do your customers a kindness by selling them something that will bring you their E 
everlasting thanks and, at the same time, put a nice profit in your till? 





Send for circular, or better still, send for sample. Put a line on it and try it out and you will have 
the surprise of your life—then if you don’t want it—send it back, and we will mark you “deceased”— 
take you off our mailing list and bother you no further. 


AL. FOSS, Columbus Road, Cleveland, Ohio 


Originator, Patentee and Manufacturer of the Pork Rind Minnow. 
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A Complete 
Line— 





Autos 
Velocipedes 
Coaster | 
Wagons 
Scooters 
Tot Bikes 
Hand Cars 
Doll Cabs 


















Our determination to surpass all 
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former years in ‘‘Setting the 
Pace’’ has resulted in a bigger, 
better and finer line than ever 
before. 


The improvements—innovations 
—exclusive features—new de- 
signs—original models—have 


outstripped all former efforts. | > 
The New *‘Pioneer Line’’ of Chil- a 


dren’s Vehicles will present many ~~, 
novel numbers for 1925. 
Make a note now and see the — 
‘*‘Pioneer Line’’ when you are in = 
the market. —— 

utiles Ne 
We have a deluxe catalog _ —s 


showing the complete 1925 
‘Pioneer Line.’ Send for it. 
Mailed free upon request. Vi 
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The Gendron @ 
Wheel Co. F 
518-540 Superior St. - 
TOLEDO 
OHIO 
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Breslin Hotel 
Rooms 414-416-418 
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Feb. 2 - Mar. 7, 1925 
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The big league stars will continue to 
use D&M Groves and Mitts this year. 


The players in your vicinity will demand 
the same kind and will look to you to sup- 


\ply them. (a Busy. Ordertarty, 


Your Jobber is ready to supply 
you with this quick-selling brand. 2% << 






THE DRAPER-MAYNARD Co. (f- 
PLYMOUTH, N.H.,U.S.A. NY 


New York Branch Pacific Coast Branch Canadian Branch 
33 Unron Square West 617 Mission Streer 363 Ontario Srreer East 
NEW YORK CITY SAN FRANCISCO MONTREAL 








The Skate with the Bells and Bell Toys 


NEW WHEEL and in For 


HARDWARE, SADDLERY 
! > 
the Red Disc! and TOY TRADE 
The dealer who sells 


dae ; Also for the manufacturers of 
ens tl gona, BF, Flectrical Bells, Telephones, 
assur 
turnover. KoKoMoS Clocks, — Recorders, Registers, 
are consistently ad- Typewriters, etc., etc. Special 
vertised and their sizes made to order. 


many points of su- 
The N. N. HILL BRASS CO. 


periority are instantly 
East Hampton, Conn. 





recognized. 

Note the new self- 
contained ball bearing 
wheels, truss frame 
construction, “rocking 
chair” movement and 
the red disc around 
the hubs. Write today 
for catalog of the 


WATCH 
areata HARDWARE AGE 


Kokomo Stamped Metal Co. 











° 
Kokomo, Indiana for timely 
~ Also manufacturers of the famous ° 
KoKoMo Extension Ice Skate and a hints on 





quality line of toys and games. Ask 
your jobber for KoKoMo products. 


Koakem GREATER SALES OF 
OVO © SPORTING GOODS 
IL: = 
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It Takes the 
Work Out 
of Golf. 
No stooping, 
no. bending, 
no lost balls, 
no soiled 












Now is Your 


Opportunity clothes. For- 
to Join Us getcaddy 
worries. 





How it operates: A slight pressure of your hand on the 
handle causes two legs of sturdy rust-proof steel to snap 
forward supporting the bag firmly at exactly the angle 
for easiest selection of clubs. After the stroke—with- 
out taking your eyes off the ball—pick up bag by strap 
or handle and the legs snap back hugging the bag 
closely, out of the way. 


If unable to secure the Grasshopper Caddy from your 
regular jobber or manufacturer, write us direct, 


You may obtain the Grasshopper Caddy on any bag— 
demand it. 


Grasshopper Golf Bag Company 
537 S. Dearborn St., Chicago, Ill. 














THIS ONE REEL 
SUITS ALL ANGLERS 


Here is a $3.00 reel that is good enough to get the 
enthusiastic approval of the most fancy sportsman and 
low-priced enough to suit the purse of the humblest 
angler. Order some Fernwood Reels now. If your 
jobber can’t supply them, write us. 


JOBBERS—DEALERS: Prices and complete informa- 
tion on request. 


The American Swiss Magneto Co. 
Dept. H Manufacturers Toledo, Ohio 
FISHING 


FERNWOO 


REE L 
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And each is fully described and _illus- 
trated in this new free catalogue. 


Send for Free 
Catalog showing 
Toddler Toys in 
natvval colors. 





HESE substantial outdoor and nur- 
sery toys, attractively decorated 

in bright chip proof paint, are being 
marketed under a new plan. A plan 
whereby you can purchase Toddler 
Toys in small quantities__two or more 
ofeach__and receive theadditional sales 
which a complete assortment creates. 


Quick package car service keeps you 
supplied with the particular Toddler 


Toys you need. 


This new plan of distribution is unusu- 
ally well adapted to the present needs of 
the dealer. Small stocks,which can be 
quickly replenished and easily sold pro- 


duce large profitson a small investment. 


Tear out this advertisement now, write your 
name and address on the margin, and mail 
to the Gould ee, Company. 
We'll immediately send you a Toddler Toy 
catalog in full color and also details of this 
new plan of distribution. 


Gould Manufacturing Company 


ESTABLISHED 1867 


Oshkosh, Wisconsin 


302 Indiana Avenue 


31 
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““T’ve seen them advertised” 


ADVERTISING over a long period 
of years has helped establish the 
Sargent name firmly in the minds of 
hardware buyers. It has created ac- 
ceptance and good-will that break 
down normal sales resistance. It 
has consistently presented to ar- 
chitects, builders and home owners 
the fact that Sargent Locks and 
Hardware are as artistic, distinctive, 
lasting, and as perfect in construc- 
tion and operation as the best of 
materials and skill can make them. 


We have never believed that any 
amount of locks and hardware ad- 
vertising could send enough people 
to your store demanding: “I want 
that kind—I insist on Sargent Locks 
and Hardware,” to make much differ- 
ence to either of us. But we do be- 
lieve that when you begin to tell 
prospective buyers about the excel- 
lence of Sargent Locks and Hard- 
ware, most of these people think, or 
even say, “I’ve seen them advertised 
—I’ve read about them.” 


Sargent dealers are provided with free electros, cards, folders and every modern 
merchandising assistance. Write for our Co-operative Advertising Service Booklet. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: 221-223 W. Randolph Street 


THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR 
SARGENT HARDWARE 
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HIS popular Cannon Ball hanger is much 

in demand. To the regular Cannon Ball 

features of a round, roller bearing wheel 
running in a round track, shielded from the HA | 
weather and always true regardless of warp or | HI 
sag, is the 3-adjustment feature which provides TATA 
for varied thickness of doors, and movement up, HAA AAA « | 
down, to or away from building. You cannot sell sanecanpenearen b mane By 
a better hanger, because it is the best Cannon Ball 
Hanger made, and it has no equal anywhere. 


Nor, for that matter, has the entire Cannon Ball line of 
track and hangers an equal. It enables you to give your 
trade the most complete service possible. You can sell 
complete sets for openings carrying from 3 to 6 doors, 
with everything packed complete in a wood box, or you 
can sell separate items. Cannon Ball equipment can go 
inside or out—the track always lies flat against building 
and doors cannot pull away from a snug fit. Weather- 
proof covers are available for outside jobs, brackets for 
parallel installations —- every practical feature known 
is provided to make Cannon Ball equipment a profit- 


maker for you. 


Write today for Cannon Ball Cata- 
logs and prices— get full facts about 
this line which has led for 38 years. Cannon Ball round hanger 


wheels run in a roynd track— 





length roller bearings assure 
free running and even wear. 





Equipment 
HUNT, HELM, FERRIS & CoO. 


sagging track cannot alter the 
Harvard, Illinois 


bearing surface—this and full 
Albany i— Minneapolis P| Los Angeles —— San Francisco 
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TRADE MARK REGISTERED 


Patterson-Sargent Com 


Chicago New York Kansas City St. Paul 


Cleveland 
Detroit Long Island City Boston 
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This window and counter 
display stand will work for 
us, or any Osborn 


ran. 
hes 


and This Display 
You Can 
Successfully 
Combat the 
House to House 
Canvassers 





- distributor. 


Equip yourself with Osborn Blue Handle 
Household and Personal Use Brushes, and this 
new Osborn Display Stand—and you will be 
able to get a-steadily increasing share of the 
brush business that is now going to the house 
to house canvassers. 


There is a very definite workable plan back of 
this Osborn campaign to keep the brush busi- 
ness in the hands of the legitimate distributors 
and dealers—and the plan is working out very 
profitably in hundreds of stores. 


Osborn Household Brushes are better brushes 
—and there is one for every household need. 
They are priced right; are distinctive in appear- 
ance; consistently advertised—and they pay you 
liberal profits. 


Write for full details about the Osborn plan or 
ask any authorized Osborn distributor. 


Join the nation-wide movement to keep 
the brush business where it belongs—in 
the retail stores. 


The Osborn Manufacturing Company, Cleveland, Ohio 
































These well-known houses are author- 
ized distributors for Osborn Blue 
Handle Household and Personal Use 
Brushes. Ask them. 


The W. Bingham Co., Cleveland; The Bostwick- 
Braun Co., Toledo; Buhl Sons Company, Detroit; 
The Bronson & Townsend Co., New Haven; 
Burhans & Black, Inc., Syracuse; Charles Hub- 
bard Son & Co., Syracuse; Evansville Supply Co., 
Evansville; C. H. & E. S. Goldberg, New York 
City; Janney, Semple, Hill & Co., Minneapolis; 
John Pritzlaff Hdwe.Co., Milwaukee; Lee-Kountze 
Hdwe. Co., Omaha; Morley Bros., Saginaw; The 
Philadelphia Wholesale Drug Co., Philadelphia; 
The Sait Lake Hdwe. Co., Salt Lake City; Town- 
ley Metal & Hdwe. Co., Kansas City; Van Camp 
Hdwe.&lIron Co., Indianapolis; The Walding, Kin- 
nan & Marvin Co., Toledo; Wyeth Hdwe. & Mfg. 
Co., St. Joseph; Logan-Gregg Hdwe. 
Co., Pittsburgh. 


























MAKERS OF QUALITY BRUSHES SINCE 18929 
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Good Buildings Deserve Good Hardware 
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It’s a joy to sell Good Hardware—Corbin 


SPECIALLY for pantries and —_ without argument. Drawer pulls that 
kitchens—where cupboard and cheerfully respond to hurried hands. 


cabinet doors are forever.gn the _The good influence of Good Hardware— 
swing and drawers and closets aré opened Corbin—makes it as important in pantry, 
forty times a day. : kitchen and cupboard as in “Parlor, Bed- 
room and Bath”’. As surely as good cooks 
deserve good kitchens, your customers 
deserve hardware that is a joy to live with, 


Women must have Good Hardware— 
Corbin—there. Dutiful hinges‘*to swing 
cabinet and pantry doors with @ertness. ) 
Cupboard catches and turns that serve Be sure they get it with Corbin. 


P. & F. CORBIN WW Sener 
The American Hardware Corporation, Successor 


New York Chicago Philadelphia 
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No. R65 






PEXTO PRUNING SHEARS 


Now is the time to see that your stock of 
Pruning Shears is ready to meet the demand 
of Spring Pruning. 





, <a My / Pexto Pruning Shears are well and favor- 
ines Ah ably known. They are designed to work 
easily and are made of best grade materials by 
expert workmen. 








The attractive metal display board will 
make selling of Pexto Pruning Shears easy. 


Write for Booklet showing complete line 
of these shears. 


Size 13” x 18%” 





Assortment No. 1 consists of eighteen 
Pexto Pruning Shears, seven of which 
can be mounted on the Display Fixture 
—The Fixture is metal, ieheneunhad 
four colors, has wire easel and chain 


hanger. WORTH WHILE TOOLS 


The Peck, Stow & Wilcox Co. 


SOUTHINGTON, CONN,., U. S. ‘A. 
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[WATER SYSTEMS | 
Public and Private Institutions- 


1924 has been a big year for Myers Water 
Systems. A big year in many ways. Myers 
dealers as well as the Myers factory have 
profited and prospered through the largely 
increased sale and distribution during this 
important period. 

1924 is past. 1925 is a reality and we prophesy even 
greater things for it. New conditions will arise. New 
demands must be provided for. New standards must 
be met. Progress waits for no man. To be progressive 
one must be up and doing these things or else the other 
fellow will forge ahead and soon win the race for su- 
premacy. 

Where can you go for a more complete, better con- 
structed, consistently ad- 
vertised, more thor- 
oughly established line 
of water systems for 
1925 than the 
MYER SP 
Where is there a 
line from which 
you can success- 
fully fill the de- 
mands of each 
and every pro- 
spective water 
system purchaser 
with a_ water 
system which 
will meet his individual needs? One that you can sell 
with confidence and know that it will not only make 
you money but make you new friends as well. And 
what’s best of all, whether you have Myers Water Sys- 
tems on your sales floor, in transit or must order them 
from the factory, you know at a glance exactly what 
they will cost. Myers Catalog Lists have not only been 
materially reduced, but they have been harmonized for 
a single discount which gives to every dealer or plumber 
who sells Myers Water Systems another real sales ad- 


vantage. 
Join the Myers ranks early this year. It will pay to act today. 
Send us your inquiry and request catalog and prices. You'll start 
the New Year right by so doing. 


THE FL.E.MYERS & BRO.¢®. | 


ASHLAND, OHIO. 


Manufacturers for Fifty Yeats of MYERS HONOR-BILT PUMPS for Every Purpose. 
a SYSTEMS- AY and GRAIN UNLOADING TOOLS ~ BARN, FACTORY and 



























The Myers Self- 
Oiling Home Wa- 
ter System, Two 
Sizes, No. 606AT, 
Capacity 200 Gal- 
lions Per Hour, 
No.608AT,Capac- 
ity 300 Gallons 
Per Hour. 

















! 
























Ouling Direct Wa- 
ter System for 
Shaliow Wells No. 
624AM Complete 
as shown, Canac- 
ity 300 Gaitions 
Per Hour. 








The Myers Direct Water System 
for Shallow Wells or Cisterns up 
to 24 ft. in Depth. No. 625AM 
Capacity 450 Gallons Per Hour. 




























The Myers Direct Water ee, for Deep Well Service, Capacity 
300 Gallons per Hour with 2';" Cylinder. 450 Gallons per Hour 
with 3’ Cylinder. No.655AM Guneateen except Cylinder. No.656AM 
Complete except Cylinder with 4 ft. Anti-Freezing Set Length. 





























E DOOR HANGERS- STORE LADDERS. Etc. 
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A New One Inch Mesh 


@The New One Inch Mesh U. S. Poultry Fence meets, as 
nothing else will, that growing consumer demand for a per- 
fect, close-mesh Poultry Netting. 


Here is a netting that embodies every U. S. ey Marta in 

esign and construction. It is made on the fi ence 
principle with parallel line wires interlocked with the mesh 
wires. The result is a fabric which stretches up perfectly 
without the aid of baseboard or top rail. 


qU. S. Poultry Fence is easy to handle. It rolls out flat 
upon the floor or counter like a bolt of goods. It cuts 
without waste. With all its superiorities, it costs less 
“put up” for it requires no wood frame and fewer posts to 
erect it. 


» beng the U. S. line offers greater possibilities for profit 
an ever before. More and more dealers, recognizing these 
possibilities, are standardizing on U.S. Poultry Fence.* Ex- 
perience has taught them that it pays. 


@If you are not getting your share of the netting business 
in your territory you should handle U. S. Poultry Fence 
which costs no more, is better and more economical, lasts 
longer, and gives better satisfaction. 


@Write us for Catalog and Samples and be your own 
judge and jury. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 
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Send for Our Free Sales Helps—They 


Will Boost Your Lawn Mower Business 


If you have in stock any of the PENN- 
SYLVANIA Quality Lawn Mowers, or have 
ordered them through your usual jobbing 
channels, please send us a memo of the brands 
you handle and we will supply you with a 





The new 


STAYTITE package of advertising and sales helps, includ- 


identifies P. @. Quality. Ing a supply of counter literature with your 


All Pennsylvania Quality 
Mowers are equipped 


with this handle. imprint. 
FOUNDED 1877 


DENNSYLvAN[A 


LAWN MOWERS 






SONS 


3 eX 
. PHILADELPHIA 
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Auto Spray No. 5 


A high pressure, double 
acting sprayer madeentire- 


ly of brass. 
Regularly 
supplied 
with four 
nozzles. 
Shipping 
weight 5lbs. 









Auto Spray No. 26 
Made of full- weight 
107 Ib. tin finished in 
attractive gold. Five styles. 
Capacity 1 and 2 quarts, 


Auto:Spray No. 22A 






For all kinds of 
spraying and disinfect- 
ing. Capacity 1 quart. Made 
of heavy 107 Ib. tin. 


Auto Spray 
No. 42 


Wheel bar- 
row type. Sim- 
ple in construc- 
tion. Long 
wearing. Made 
in two styles. 
12 gal. brass 
or galvanized 
tank 


a Sprayer 
for 














Every panes 











PROFIT! Plus good - will 


Featuring the Brown line of compressed air sprayers means a good profit 
on every sale—and more. 

Brown Sprayers live up to every promise; and thereby uphold your repu- 
tation and bring you the good-will of every customer. 

When you sell any one of the various Brown models—and there’s a big 
opportunity for sprayers in the suburban and farm market—you have sold 
a piece of equipment that must give good service. 

It is mechanically right in design—made by the originator of the present 
style of compressed air sprayers—and the 
materials and workmanship assure con- 
tinuous satisfaction. 

Brown Sprayers are not made to be 
abused but they will stand more than 
their share of abuse. That’s your factor 
of safety—and the Brown guarantee backs 
you up absolutely. 






Auto Spray 
No. 1 


A favorite with the farmer 
and fruit grower. 

This sprayer is adapted for 
spraying field crops, shrubs and 
vines and for general service 
work about ‘the farm. 

A strong, simple sprayer. 
Balanced construction. 

Equipped with clog-proof 
nozzle and strainer screen. 
Capacity—3% gallons. Brass or 
Galvanized tank. 


O'’KD 


Brown originated the present 
style of compressed air sprayers 
and stands back of every Brown 
product. 


The E. C. BROWN COMPANY 


869 Maple Street 


Rochester, N. Y., U. S. A. 
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HY is it that no hardware 

merchant would think of listing 

Dietz Lanterns below their full 
cost price in his annual inventory? 


Stability — Established Value—‘Sala- 
bility! These are the reasons! 


It pays to put more sales pressure on 
staple lines such as Dietz Lanterns 
than to devote too much time to risky 
specialties that may become stickers. 
Sales are just as large, there are no 
losses to offset profits, selling cost is 
cut down and inventories then show 
a larger percentage of merchandise 
having a full, quick sale value. 


R. E.. DIETZ COMPANY 


NEW YORK 


Largest makers of lanterns in the world—Founded 1840 


Output distributed through the jobbing trade only- - 
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All Use Cleaver 


Lamb Cleaver 
Solid Steel 


Market Cleaver 
Solid Steel 











Foster Bros. Cleavers 


Nearly ninety years of accomplishment are 
reflected in the complete line of Foster Bros. 
Cleavers. 


Foster Bros. gained their enviable reputation 
for quality cleavers:through long years of ex- 
perience in their manufacture; through end- 
less experiments and tireless effort to combine 
this experience and material into cleavers that 
satisfy. 


When a butcher picks up a Foster Bros. 
Cleaver he knows he has a tool that will do the 
work right. 


Dealers who sell Foster Bros. Cleavers find a 
continuous demand for them. All butchers 
know them as the standard for quality. You 
can make quick sales selling Foster Bros. 
Cleavers. 


Ask your jobber for prices and full information. 


THE BRAND IS FOSTER BROS. 


JOHN CHATILLON & SONS 


Established 1835 


85-99 Cliff Street New York City, N. Y. 
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Diamond Velvet Socket, Red 
Fibre Wheel, made in three sizes 
for light, medium and heavy 
furniture. Just one number of 
the Bassick packaged line. 


TOP selling casters as an accom- 
modation to your trade. Lift your 
caster business out of the rut and make 
it pay by pushing the Bassick pack- 
aged line. It’s worth while. 
Bassick casters offer a nice profit and 
show a good turnover. 


Special No. 25 Stock Order 


Use the Bassick counter display and other selling helps—sent you 
free on request—and write us for details of our special dealer plan. 
Remember that all leading jobbers carry the Bassick packaged line. : 







One set of Bassick casters sold to a— 
customer creates repeat sales because — 
these casters deliver a full measure of. 
service in floor and furniture protection. 


THE BASSICK COMPANY 
Bridgeport, Conn. 
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For thirty years the 
leading makers of high- 
home, office, hospital, 
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ANewand Better Gasoline Lantern 


AMERICAN READY.-LITE 


Lights with 

common matches. a 

Wind and storm proof. fF 
Safe anywhere. 


For practical simplicity, economy of 
operation and upkeep, durability and 
appearance no other lantern equals 
this new American Ready-Lite. 


It has the already famous straight, 
long life generator which may be re- : | | 
moved for cleaning or replacement . is - ‘ y 
without any danger of breaking man- inf Tle 
tles, thus cutting mantle cost in two. 
The Ready-Lite mixing chamber is an 
entirely new feature which assures 
equal light from both mantles and 
eliminates all flickering. 

















Dealers everywhere are enthusiastic 
about the sales possibilities of the 
new Ready-Lite and are unanimous 
in declaring it the most outstanding 
development in lanterns since we 
first introduced the gasoline lantern. 


Ready-Lite Lamps and Lanterns are 
sold only by exclusive dealers. It will 
pay you to write at once for prices 
and terms of our exclusive dealer- _ : 

“ees American Ready-Lite Lantern No. 257. Also made 
agency proposition. with 814 inch polished nickel reflector. 


AMERICAN GAS MACHINE CO., Inc. 


Makers of the Kampkook 
Albert Lea, Minn. _ -«- @» = «7. «= Pee Form, % Y. 
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“How Can I Make 
Bigger Profits from 


Aluminum Ware?” 
—asks the Dealer of Father Time 








“By selling heavy weight utensils. 
By selling quality ware. By avoid- 


ing overstocks.”— be ous 


/ 


/ ‘Aluminum 
“ware 


Sell a heavy weight line—18 gauge, and you will find a better ptofit margin. Your sales will mount 
in volume—your effort and selling expense will decrease in proportion. | 
LIFETIME is a heavy weight line 7 

Sell quality ware at a moderate price. Increase your sales by reaching the masses rather than an 
exclusive few. 

LIFETIME is a quality line—reasonably priced 

Don't over-stock! Buy from a dependable source. Concentrate your buying and enjoy a rapid 
turnover. 

LIFETIME shipments are prompt! Four factories and our own rolling mills are at your service 


Avoid duplicate items by buying from one source of supply. (Small savings 
—if any—are often wiped out by express and freight charges.) 

Keep a complete stock—well displayed. Feature seasonable items. LIFE- 
TIME Ware will increase your profits! 


ALUMINUM PRODUCTS -CO. 
LaGrange, Illinois 


New York Philadelphia Chicago 
Cincinnati Los Angeles Oakland 











ore 
O. 2012 Sauce Pan Set (1 qt.—I% 
a” and 2 qt. sizes) made from heavy 
weight (18 gauge) hard, cross-rolled 


a 
flat sheet aluminum. Beautifully finished 
—outside—with a silver lustre—inside, 
' sun ray. 
* 

An excellent sales item at $1.00 per set. 
C] apes price for a limited time only— 

$9.00 per dozen sets. 


We also manufacture and stock a line 


aeC!STERE of aluminum utensils for special sales. 
TRADE Write for items and prices. 


Sc — 

























MARK 
MADE in US 


‘There is no time like the present time to stock LIFETIME 
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YALE RADIO BATTERIES 
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Famous for Their Quality 


No. 1512 Radio “B” Battery 


NDERNEATH the handsome ex- 

terior of the Yale Radio “B” 
Battery shown above is a quality that 
makes itself instantly evident when 
attached to a radio set. 


ADIO Engineers of the highest skill 
have designed this popular type 
of Yale Battery to meet the most ex- 
acting demands of radio users. It 
renders noiseless operation, gives in- 
stant service, maintains steady voltage, 
does not short circuit and has a very 
low rate of depreciation. 


ELL your customers to cut down 

their radio operating overhead 
by purchasing one of these better 
Yale Radio “B” Batteries. 





6 Volt Storage “A” Battery 


HE Storage Battery as shown in 
the illustration has been painstak- 
ingly designed and manufactured by 
expert Radio Engineers to give the 
utmost in satisfaction for all Radio use. 


HIS attractive Storage “A” Battery 

is made up in a hard rubber case 
with substantial bail handle. Extra 
heavy plates are used providing uni- 
form voltage and discharge character- 
istics. Specially grooved separators of 
California cedar, insure a uniform acid 
diffusion and prevent escape of gas. 


SHOUSANDS of discriminating 
radio users are now using these 
better Yale Storage “A” Batteries. 


We manufacture a complete line of Radio Batteries 
—suitable for use with any Radio Receiving Set. 


YALE ELECTRIC CORPORATION 


CHICAGO 


BROOKLYN, N. Y. 


SAN FRANCISCO 
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This is the Reliable No. 7 
Balloon Tire Jack, famous for 
its double screw action which 
makes it usable with every size 
balloon tire. 

Price 87.50 





There is a Reliable Jack for 
every size car and truck. 





A New 
Low Priced 
Reliable 
Balloon Tire 


IABLE 
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Here is the companion jack to 
the already famous Reliable No. 
7 Balloon Tire Jack. This is the 
jack for you to sell to your cus- 
tomers who want a balloon tire 
jack for a retail price of $5.00. 


This new jack—the Reliable 
No. 15 Balloon Tire Jack has all 


the exclusive patented features of 
the No. 7. s 


1. Both screws work at the same 
time. 

2. It has a 10-inch lift, starting at 
63% inches. 

3. It is guaranteed to be a universal 
jack—just as satisfactory on reg- 
ular tires as on all sizes of bal- 
loon tires. 

4. | es with long folding han- 

e. 


ee 
OME tate 


~fo Sell for Only §400 


January 8, 1925 







By stocking the new Reliable | 


No. 15 (retail price $5.00) and 
the standard Reliable No. 7 (re- 
tail price $7.50) you can fill the 
needs of any balloon tire jack 
customer, both as to high quality 
and the price he wants to pay. 


Order a couple of each of these 
jacks for a starter and see what 
good profit makers they are. 
Every balloon tire customer must 
have a balloon tire jack—so sell 
him a Reliable and keep him 
satisfied. 


ELITE MANUFACTURING CO. 


Dept. HA-1 


Northwestern Branch 
G. A. Ashton Co., St. Paul, Minn. 
(Complete stock carried in Ashton Bldg.) 


Southwestern Branch 
The Carroll Co., Dallas Tex. 
(Complete stock carried in Carroll warehouse) 





Ashland, Ohio 


Sales Representatives 
Motor Products Co. 
149 Church St., New York, N. Y. 
The L. E. Spencer Co. 
704 Stahlman Bldg., Nashville, Tenn. 
A. E. Mohrig 
1450 Pine St., San Francisco, Cal. 


TIREJACKS 
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BIGGEST EVENT IN HARDWARE 


LYLE CORMERNTION 
an [EXHIBITION 


PENNSYLVANIA AND 
ATLANTIC SEABOARD 
| HARDWARE ASSOCIATION 


INCORPORATED a. 


, a a. 
Th. Million Dollar Sales Floor 
America's ‘Greatest Hardware Market 

































































PHILADELPHIA COMMERCIAL MUSEUM | 
FEBRUARY. 17-18-19-20, 1925 


SHARON E.JONES, Secy-Treas., WesleyBldg, PHILADELPHIA 














SALES 1924 EXHIBITION THREE MILLION 
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The live hardware 
dealer says: 


“TI Keep a ‘Lender’ 


‘You would be surprised to know 
how many people come into a 
hardware store to borrow the 
things I live by selling. 























‘‘Of course I can’t lend new stock 
but I keep a few used articles on 


BOSTON hand which I lend to people when 
WOVEN HOSE & I th id t uld 
RUBBER CO. am sure they couid not OF Wo 
Cambridge, Mass. not buy. 
Makers of these famous a 
beens of Gosden Tees The length of BULL DOG hose 
GOOD LUCK which these boys are using has 
a been my ‘lender’ for years. It 
Coed Lack Jor Bines takes stout stuff to last under 
Good Luck Hose Washers such conditions. 99 


Bull Dog Friction Tape 
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Why 1925 Should Be a Year 
of Prosperity 


showed unmistakable signs of approaching prosperity. There 

are many basic economic factors which bear out this belief 
in an encouraging way. Of these, most important is perhaps the 
changed attitude of the average man. To quote the Business Bulletin, 
of the LaSalle Extension University, “Happenings during the final two 
or three months of the old year put business men in general into a 
frame of mind that completely reverses the depressed sentiment of the 
spring, summer and early fall months of the year. 


©: the serious-minded business man, the last quarter of 1924, 


“This change of sentiment among business men generally—based as 
it is upon sound information concerning economic conditions — is a 
legacy handed to the new year from the old.” 


To many students of commerce, the preliminary functioning of the 
Dawes plan is in itself a definite economic milestone to world progress. 
Vital industries have revived in the last three months without booms 
or other abnormal stimulus. The public at large expects 1925 to be 
a big business year, in which money will be made and used to best 
advantage. 


Men of money, are prepared to finance new enterprises, and to fi- 
nance worthy expansions in old established businesses. Large manu- 
facturing concerns joyfully report occupancy of new improved produc- 
tion buildings, equipped with the latest available machinery. Whole- 
sale distributors are encouraged with the large volume of spring orders 
already written. Retailers have vivid recollections of a banner holiday 
sales era, fresh in their memories, they know that the farmer’s condi- 
tion is greatly improved, unemployment appears to be decreasing, con- 
sumer demand has been reawakened and public sentiment is all for a 
prosperous year. 


Thinkers and workers will receive large dividends for the intelligent 
investment of effort and means. It is entirely up to you to place your- 
self and your business on a thinking and working basis so that your 
balance sheet for 1925 will mark a new record in actual profits. 
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What the Editor Thinks 


AA Pardonable Pride and 
a New Year's Promise 


N the threshold of a New Year it is 
natural, perhaps, for men and or- 
ganizations to review their weak 

points and make resolutions for future 
betterment. It’s equally natural to review 
the things they have done which they feel 
are worth while, looking to them for in- 
spiration toward greater accomplishments. 

As publishers of the leading hardware 
publication, we of HArpWARE AGE take a 
pardonable pride in what we have been able 
to accomplish in cooperation with our loyal 
readers. We are proud of our leadership, 
and proud of those who have helped to keep 
us in the front line. 

We are proud of the fact that Harp- 
WARE AGE was the first hardware publica- 
tion to recognize and attack the evil grow- 
ing out of the premium coupon problem. 
Today the hardware store that gives cou- 
pons to its customers is a rarity. 

We are proud of the fact that Harp- 
WARE AGE was the first business publica- 
tion to advocate the sale of automobile ac- 
cessories in hardware stores. ‘There are 
mighty few hardware stores today that do 
not sell some kind of auto accessories. 

We point with pride to the fact that 
HarpWARE AGE was the first magazine in 
the hardware field to seriously advocate the 
selling of toys in hardware stores. That 
campaign has turned millions of dollars 
into hardware coffers. 

We take pride in the fact that Harp- 
WARE AGE was a pioneer in the work of 
recognizing and educating the retail hard- 
ware salesman. Our “Man Behind the 
Counter” helped to turn hundreds of clerks 
into bona fide salesmen. 

We are justly proud of the fact that 
HarDWARE AGE was the first hardware 
publication to furnish its readers with 
market reports, giving accurate informa- 
tion and prices weekly from hardware cen- 
ters. ‘Today our reports are acting as 


guides to hardware buying in stores all 
over the United States. 





Last, but not least, we take a pardonable 
pride in being the first business magazine 
to call attention to the menace of the house- 
to-house canvasser, selling goods direct 
from the manufacturer to the consumer. 
Our “Glorified Peddler” articles have set 
in motion a nation-wide movement to cor- 
rect this trade evil. 

And—we are equally proud of the fact 
that we have in store for our readers in 
1925 even better things than we served to 
them in the past. 

As to our promise—we agree to work 
harder, dig deeper and serve better—to 
maintain with your assistance that leader- 
ship you have made possible. 





Facts and Prophecies 


O read the business forecasts, now ap- 

pearing in everything from bank re- 

ports to country newspapers, one 
might think that the majority of our writers 
are seventh sons of seventh sisters—proph- 
ets dyed in the wool. It’s the open season 
for guesses. 

And when it comes to guessing, one 
man’s guess is as good as another’s. It is 
at least comforting to know that our an- 
nual prophets are agreed on one thing— 
Business in general is better and faces a 
fairly rosy future. 

The future of the individual retailer, 
however, is a very different matter. It will 
depend infinitely more upon the attention 
he devotes to the inner workings of his own 
business than upon all the other elements 
of his horoscope. Individual success or 
failure, in the final analysis, is going to de- 
pend almost entirely upon the individual. 

So much for prophecy. Now for a little 
first-hand advice, as given to the writer by 
one of the old masters years ago. “Study 
your business carefully with reference to 
merchandise on hand, goods needed, sales 
possibilities, credits, collections and cash 
discounts. Have what your customers 
want, and sell at a reasonable profit. 

“Pay particular attention to credits. 
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Stop trying to be both merchant and 
banker for your customers. If you must 
be a banker, then by all means adopt bank- 
ing standards. Limit every account to a 
specified amount and arrarige a definite 
date for settlement. Thoroughly investi- 
gate every applicant for credit. Require 
references, preferably written references. 
Authorize one man only to open new ac- 
counts. Demand and collect interest on 
overdue accounts.” Meanwhile let the 
prophets prophecy. ‘That’s their business. 





Cut Out That Quiet Period 
HRISTMAS shopping is over. In- 


ventory in most cases is out of the 

way. We are all set for that self- 
made quiet period that poses as an invited 
guest after New Years. 

Strange too, because there isn’t a cent of 
profit to be derived from the annual quiet 
period, not even a relief from the cares and 
worries incident to business. Besides—it’s 
so absolutely unnecessary, because there is 
good business, plus good profit in January. 
Like bad debts, however, it has to be 
collected. 

Consider the average town or city. The 
inhabitants are in the main fairly prosper- 
ous, and have «ll the normal natural desires 
of average huinan beings. At Christmas 
time they bought presents—some of them 
rather useless, many that can be classed as 
luxuries, and a fair per cent that may be 
termed immediately useful. Many of the 
articles sold for Christmas presents, while 
useful, are articles long needed, which 
should have been purchased last spring and 
summer, instead of in December. 

In any event it is a safe bet that no snow 
shovels, or ice scrapers were given for 
Christmas presents, nor were many coal 
hods, fire shovels, washing machines or 
kitchen implements found in Christmas 
stockings. You still have tool lines, cutlery 
lines and hundreds of staple items, the sale 
of which have been held up as people 
shopped for presents, but which are still 
needed. People’s memory needs a little jog- 
ging, that’s all. 

Then too, there are sporting goods items 
—because not all the fellows received the 
longed for sleds, skiis or skates. A good 


window and a little more memory Jogging 
needed. 

Also, there are homes to be renovated 
during the winter season— walls to be 
painted, floors to be varnished, bath rooms 
and kitchens to be reequipped. ‘There’s lots 
of business to be had if we hunt it down. 

Just impress upon your salesmen the 
opportunities which follow the holidays. 
Teach them how to get new business. See 
that the window man puts a little special 
effort into his displays, and that the cards 
in the windows are more numerous and more 
convincing. ‘Take a little more space in the 
weekly papers and plug the lines you know 
can be sold now. Use the mails and the 
telephone. 

This is your opportunity to turn Old Man 
Quiet away from the store during January. 

There’s plenty of time to rest and listen 
to the radio after the store is closed for the 
night. Think it over! 





Investment or Expense 


N old friend of mine used to say that 
there are only two kinds of invest- 
ments—good and bad. If an invest- 

ment isn’t good, he would add, “It’s no 
good, and if it’s no good, it’s bad.”’ 

There is more truth than poetry in his 
homely philosophy. A poor investment be- 
comes only a matter of expense. A good in- 
vestment may involve expense at the start, 
but it soon passes out of the expense column 
and registers as a profit. 

It is undoubtedl¥ good policy to cut out 
unnecessary expense. However, in_ the 
highly commendable zeal to throw out un- 
necessary costs, there is danger to invest- 
ments which do not show, or as yet have 
not shown, direct cash returns. 

For example: A well assorted, properly 
purchased stock of hardware is an invest- 
ment. An overstock is an expense. To 
cut down an overstock reflects good judg- 
ment. At the same time the merchant who 
cuts his stock of merchandise to a point 
where it is inadequate to the needs of his 
community converts a good investment into 
a bad one. He may think he is cutting ex- 
penses. In reality he is reducing his invest- 
ment and proportionately cutting down his 
prestige, his sales and his profits. 
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3 Turns a Year With an $18,000 
Stock of Sporting Goods 


ESTERN people are great lovers of out 

\ door life and sports. Consequently, you will 

find a majority of the hardware dealers in 
the West more or less well stocked with sporting 
goods. This is true in the small towns as well as 
in the larger cities. San Francisco, of course, is 
no exception. Many of “The City” hardware 
dealers carry large assortments of sporting goods 
and most of them enjoy substantial sales in this 
deservedly popular line. 

A notable example in this respect is the hard- 
ware firm of Chas. Brown & Sons, 871 Market 
Street, San Francisco, Cal. This firm carries a 
stock of sporting goods valued at $18,000, which it 
turns over three times a year. 

The basic reasons for its success in this line 
may be explained in a few words, namely, that it 
has a complete line at all times, renders service to 
its customers and has men in charge of its sport- 
ing goods department who know the goods they 


sell and who also know the sports for which the 
goods are intended. 

Some idea of the way that the firm handles the 
line in regard to display may be gained from the 
accompanying illustration, which shows a section 
of the sporting goods department. Seasonal 
articles are also put on display in the store windows, 
and there is always some item of interest to the 
sport lover in the window. 

A certain amount of newspaper space is used at 
regular intervals by the firm to advertise special 
items in the sporting goods department and oc- 
casionally a special sale is held on a seasonable 
article. 

If a man enters the Brown store for a tennis 
racket, he is pretty sure to get what he wants, and 
what is more he listens to what he likes to hear, 
talk of the game, of the players and little anec- 
dotes about famous players and their pet tricks 
and service. He buys what he wants and leaves 
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the store with the impression that the men behind 
the sporting goods counter know tennis and tennis 
goods. He leaves with confidence that he has a 
good article, because the men he had been talking 
with would not, he feels, sell inferior goods and 
know as much about the game as their talk in- 
dicated. 

The same thing is true of other lines—baseball, 
football, track athletics, handball, boxing and any 
others you may care to mention. Service of that 
kind builds good will, it brings customers back, 
it creates prestige and it means money to the store 
having it, or the men who make it possible. 

The whole secret of Chas. Brown & Sons’ success 
lies in the consistent policy of having the goods 
and talking sports to sport lovers. 
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A lot of outdoor paraphernalia is also carried by 
the company, and when it is trout fishing time, 
the head of the department and some of his assis- 
tants make it a practice of getting out into the 
mountains and whipping the trout streams, for 
the fun of it, and also in order to be able to tell 
a customer where they had luck and how to get 
there. 

Of course, a great deal of the success of the 
firm in this line as well as in several others is 
due to the fact that its store is departmentized. 
Everything has a place and a man in charge, and 
there is never such a thing as a green man trying 
to sell something that he doesn’t know anything 
about. In the Brown store there is a time and a 
place and a man for everything. 


“People Want Goods, Not 
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Social Entertainment” 


VERY piece of merchandise in the store of the 
Capital Hardware Co., Sacramento, Cal., is 
displayed so that any customer may person- 

ally examine it and serve himself without wasting 
time. All goods are displayed on tables and low 
shelves. The reason for this, according to W. M. 
Skells, manager of the store, is that nine out of ten 
persons like to feel as well as see the goods they 
contemplate buying. He says that “people want 
goods when they enter a store and not social enter- 
tainment or personal friendship.” He doesn’t mean 
by that, of course, that the proprietor and the sales- 
force should not be friendly, but that it is a mis- 
taken idea to believe that personal friendship with 
customers is necessary in order to sell goods. 

It often helps, but sometimes, he says, it hinders, 
because frequently a personal friend expects a 
special price. He believes in giving customers every 
consideration and service, but he is opposed to ser- 
vice without compensation. 

In the matter of new goods or items “hat have 
never been stocked before by the firm, he makes it 
a policy to stock new goods whenever he gets three 
requests from customers for the merchandise. 

Every article in the store is price marked. There 
can never be any confusion or misunderstanding 


about prices. It takes a little more time and trouble 
but the firm has always found that it paid. 

Every Saturday some item in the store is offered 
for sale at a special price as an inducement to buy- 
ers to visit the store. Twice a year special general 
sales are held, in February and August, which are 
the two dull seasons for most stores in all sections 
of the country. 

Displays of merchandise in the store are changed 
every week. Something different is on every table 
every week. Slow-moving stock and seasonable 
goods are moved toward the front. 

When a customer comes into the Capital Hard- 
ware Co. store and tells about a garbage can that a 
competitor is offering at a lower price than the 
Capital Hardware Co. is, the policy is to advise the 
customer to buy the competitor’s can, but to show 
her something else in the store that is known to be 
a bargain, and to use every art of persuasion to sell 
her that. It invariably works. 

It was impossible t6 obtain photographs of the 
Capital Hardware Co. store at the time it was 
visited by an editorial representative of HARDWARE 
AGE, but at some future time, if conditions are 
favorable for good photography, the photographs 
will be published for the benefit of our readers. 











A Selling Display 


ture of this stove display, which was 
used with much success by H. C. Devore, 


N “ture of this is an outstanding fea- 


the ‘““Hardware Man,” Monongahela, Pa. 
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Come on Kiddies—Bring Dad and Mother to the 


TOY AUTO SHOW 


For Boys and Ciris at Sikking’s 


srmonty MAY 15-16-17 range’ 


SATURDAY EVENINGS 
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A 3-Day 
Toy Record 








No Charge For 
Admission 

















A toy Auto Show, held recently by A. W. Sikking & Co., 
resulted in 2251 sales in three days—tTry it yourself! 





DON’T MISS THIS BIC SHOW 
A. W. SIKKING & CO. 


116 NORTH SIXTH STREET 
Lawn & Garden Supplies —Hoover Cleaners—A B.C. & Prima Washers 














HEN automobile factories can talk about 
\\ their millionth car and production runs into 

thousands per day, it can be taken for 
granted that the average American is interested 
in some kind of a car. Further evidence is fur- 
nished by the enormous crowds attending the 
various automobile shows held in most cities, all 
anxious to see new models and up-to-date equip- 
ment. 

Realizing that automobile shows for grown-ups 
is one of the popular indoor sports, A. W. Sikking 
and Company, Springfield, Ill., decided to hold an 
auto show for the youngsters in their community. 
Some weeks ago they staged a three days’ show 
which was, in every way, so successful that it is to 
become an annual event in their store. 

The accompanying photograph gives a fairly ac- 
curate idea of the show which was held in a ware- 
room 40 by 60 ft. The picture however shows only 
half of the display, the other side of the room be- 
ing arranged in a somewhat similar manner with a 
broad aisle down the center. On the side illus- 
trated was a “balloon fountain’”—a number of toy 
balloons agitated by a concealed electric fan—and 
in the extreme back of the picture can be seen 
several dolls mounted on rocking horses which 


were kept in motion by an electric washing machine 
hidden beneath the platform. 

On the opposite side of the room was a miniature 
merry-go-round revolving with two toy automobiles 
upon it. This was made by taking an old tractor 
wheel, covering it with a round table top and pro- 
pelling it with a small motor. 

Publicity was given to the show largely through 
the distribution of 10,000 hand bills to children 
afternoons as they were dismissed from school. 
This distribution was handled by the regular store 
force working in pairs and was supplemented by a 
few small announcements in the newspapers. 

Each child under 12 years old was registered 
and the total of this registration for the three 
days was 2251 besides the acquisition of the names 
of several hundred adults. The volume of sales of 
wheel toys during the show was way beyond ex- 
pectations and the mailing list supplied by the 
registration was invaluable. One of the cheaper 
models. of toy auto was given free with each elec- 
tric washing machine sold during the three days 
and with this incentive enough machines were sold 
so that the profit on them more than paid in profits 
and prestage the entire cost of the exhibition. 
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as follows: “We need to know more 
about the peddling menace—its ea- 
tent, its range and its growth.” 


()* EK, of our readers recently wrote us 


With this in mind we began an investi- 
gation of the peddler’s activities, and one 
of the first things we encountered was the 
advertisement of a manufacturer who sells 
through canvassers only, in which he 
claimed to have doubled his business in the 
past year. 


Our investigation indicated that his claim 
was Justified. We looked into the records 
of other similar manufacturers selling 
through peddlers, and found a _ business 
growth of approximately 100 per cent last 
year. 


We went further, aiming to determine 
approximately the extent of the peddling 
menace. The investigation led us to the 
records of an organization which acts as a 
clearing house for trained house-to-house 
canvassers. This one organization has a 
list of 72,000 “‘Glorified Peddlers.” At the 
same time we know that there are thousands 
of peddlers whose names are not on that 
list. 


This organization estimates the average 
daily sales of canvassers at twelve dollars 
each—a decidedly conservative estimate. 


Based on that estimate the 72,000 listed 
“Glorified Peddlers’ sell $864,000 worth of 
merchandise direct to consumers daily. 
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Figuring on 300 working days, those listed 
peddlers sold over two hundred and fifty- 
nine million dollars’ worth of merchandise 


last year. If their business continues to 
grow as it did last year, it will dowble itself 
in 1925. 


But—some of our readers may say— 
peddling does not materially affect the 
hardware business. 


Don’t fool yourselves. The estimates of 
this same organization indicate that from 
15% to 20% of the peddlers’ total sales are 
in hardware and housefurnishings lines— 
lines carried by modern hardwarg mer- 
chants. 


In the October issue of a magazine de- 
voted to exploiting house-to-house canvass- 
ing, out of 161 advertisements, 49 dealt 
with items generally handled by hardware 
and housefurnishing stores., All of these 
advertisements were aimed at securing the 
services of peddlers. Each of them claims 
a steadily growing business, and assures the 
canvassers of earning above the average. 


On a basis of 15% of the peddlers’ total 
sales—the lowest estimate of the canvasser’s 
clearing house—72,000 listed peddlers took 
thirty-eight million, eight hundred and fifty 
thousand dollars’ worth of business away 
from legitimate hardware merchants last 
year. 


Will they double this amount in 1925? 


IT’S UP TO YOU! 
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More Letters on the 
“Glorified Peddler” 


Retail Trade Must Awaken to 
Its Danger 


Mr. Liew S. SouLe, Editor, 

HARDWARE AGE, 

New York. 

My DEAR Mr. SOULE—For the past week I have had 
on my desk copies of HARDWARE AGE containing your 
editorials on “The Peddler Method of Selling.” 

I should have written you long before this not 
only to thank you but to congratulate you for your 
courage and the able way in which you are presenting 


Getting the ‘Peddler’ on the 
Convention Floor 


Mr. LLEw S. SOuLE, Editor, 

HARDWARE AGE, 

New York City. 

DEAR Mr. SOULE—I have been following your edi- 
torials in the HARDWARE AGE and want to commend 
you on same; the peddler is surely getting to be a 
serious menace. 

One of the members of our own Association, H. C. 
Carothers, Laclede, Mo., has stopped peddling in his 











Franklin G. Smith, President, The 
Osborn Mfg. Co., Inc. 


An Important Correction! 


N the caption accompanying this portrait of Franklin G. 
| Smith, president of The Osborn Mfg. Co., Inc., Cleveland, 

which appeared last week in connection with a letter by him 
on the “Glorified Peddler,” a typographical error was made in 
quoting a passage from Mr. Smith’s statement which seriously 
distorted his meaning. 

The passage from Mr. Smith’s letter should have read as fol- 
lows: “I wish to emphasize, with all the force at my command, 
that if it were possible for us to sell ten million dollars’ worth of 
household brushes next year THROUGH PEDDLERS, we would 
not be interested.” 

HARDWARE AGE apologizes to Mr. Smith and to its readers for 
this error, which it regards as particularly unfortunate, in that 
it gave a meaning to Mr. Smith’s statement entirely at variance 
with that intended. 








the menace to the established retail trade that is em- 
bodied in this peculiar and illegitimate method of 
selling. I will be ’way off in my conception of the in- 
fluence of HARDWARE AGE if these able articles which 
you are running do not hit the mark and do not result 
in something of a definite nature that should speedily 
eliminate the peddling method of selling. 

Just bear in mind that we are preaching the same 
line of propaganda, and I am sure that the retail trade 
of the United States will be speedily awakened to the 
danger that is confronting them, and will react in a 
very positive and effective manner. 

You are certainly doing a magnificent job, and we 
here at Horton, and myself personally, appreciate your 
efforts, which, from the standpoint of the washing 
machine business especially, should tend to stabilize 
the industry more than any one other thing you 
could do. 

(Signed) A. M. Dopp, General Sales Manager, 
Horton Manufacturing Company, Fort Wayne, Ind. 





- 


town. By writing him you could probably get his story. 
I will certainly bring it before our Convention in 
January. 

(Signed) F. X. BECHERER, Secretary, 
Missouri Retail Hardware Association, St. Louis, Mo. 


At Menace and Nuisance 


Mr. Llew S. Soule, Editor 
HARDWARE AGE, 
New York City. 
DEAR MR. SOULE: 
I have read with interest the editorials on the 


’ above subject, and I want to congratulate you on your 


expressed thoughts on this subject. 

Of course it is not a new thing. It began long be- 
fore the neighborhood stores were created, but now 
that merchants have invested their good money for 
the benefit of the community there is no longer need 



































J anuary 8, 1925 


of peddlers, and the facts are that they are a menace 
to business and a nuisance to the housewives whom 
they pester daily. 

I shall welcome any assistance that you can give 
our members in a campaign against the peddlers’ 
activities. I am sure that you will have the hearty 
support of every member of our Association. 

Yours very truly, 
(Signed) SHARON E. JONES, 
Secretary-Treasurer, 


Pennsylvania & Atlantic Seaboard Hdwe. Assn. 
Philadelphia, Pa. 


Republishing “Glorified 
Peddler’’ Articles 


Mr. LLEw S. SOULE, Editor, 

HARDWARE AGE, 

New York City. 

DEAR Mr. SOULE—We have taken the liberty of using 
some of your articles on “The Glorified Peddler” in 
the local paper here, without reference to their source, 
as we think in this way they will more effectively reach 
all classes of retail merchants. 

(Signed) M. W. DREHMER, Secretary, 
Newton Chamber of Commerce, Newton, Kan. 


Oklahoma Convention to 
Discuss Peddler 


HARDWARE AGE, 
239 West 39th St., 
New York, N. Y. 

DEAR MR. SOULE—I wish to assure you that the 
work you are doing in exposing the “Peddling Evil” 
is very much appreciated by this association, and we 
will use the subject and consider it very important at 
our convention Feb. 3, 4 and 5. 

Would be pleased to have you with us again, if it 
is possible. 

(Signed) CHAS. L. UNGER, 
Secretary-Treasurer, 
Oklahoma Hardware & Implement Ass’n, Oklahoma 
City, Okla. 


Minnesota Ass'n to Fight 
Peddler 


Mr. Llew S. Soule, Editor 
HARDWARE AGE, 
New York City. 


DEAR MR. SOULE: 


My attention has been called to the campaign are 
waging againnt the “peddling evil,” and I have read 
all of the articles, I think, that you have printed on 
this subject. 

We are going to supplement the work that you are 
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doing by giving this subject some little prominence 
in our Association magazine, “Hardware Merchant.” 


Very sincerely yours, 


(Signed) CHAS. H. CASEY, Manager, 
Minnesota Retail Hardware Assn. 
Minneapolis, Minn. 


Further Licensing of Peddlers 
Needed 


Mr. LLEwW S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 


DEAR Mr. SOULE—We are interested in the “peddling 
evil,” particularly from the standpoint of complaints 
arising from the unscrupulous practices in the house- 
to-house merchandising field. With the help of the 
police department, we frequently apprehend peddlers 
who operate without being properly licensed. That, of 
course, is our principal concern from a professional 
angle. 

There is no question in our mind as to the misrepre- 
sentations which are resorted to by the house-to-house 
solicitor, due, no doubt, to his knowledge that it is 
difficult to check his misstatements. We believe that 
further licensing of these solicitors will have a ten- 
dency to clean up that field. 

Thanking you for your interest, we are, 

Cordially yours, 


(Signed) H. E. Frys, 
Merchandising Manager, 
Better Business Commission, Toledo, Ohio. 


Legislate Against Peddler 


Mr. LLEw S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 


DEAR MR. SOULE—Permit me to congratulate you 
on your article the “Glorified Peddler,” in your issue 
of November 20. We have had this matter up in our 
district club several times, also a committee of busi- 
ness men visited our city council endeavoring to have 
a law passed with a tax, but was not so successful as 
we had wished. f 

Am sending you under separate cover a marked 
copy of the Grandview Herald, December 19, under 
the heading “Retailers Suggest Protective Laws.” 
W. J. Hinley, educational director of the Washington 
Retailers Association was the principal speaker, giv- 
ing considerable time to the house to house canvassers 
for catalogue houses and manufacturers. 

We are with you to the man in the Yakima Valley 
and await further information on this subject through 
the HARDWARE AGE. 

Intend to read these articles in the next district 
club meeting. 

Hoping you will find time to read this “marked 
copy” and wishing you a very prosperous New Year, 
I beg to remain, 

(Signed) RALPH W. COLEMAN, 
Proprietor, 
The Winchester Store, 
Grandview, Washington 
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“Display of Small Wares Profit- 
able if Not Overdone”’ 


Palace Hardware Co., 581 Market Street, San 

Francisco, Cal., to dispose of large quantities of 
small articles and “slow sellers,” which, without the 
bins in which they are displayed, would gather dust 
and rust. 

The use of small trays and bins has been found 
effective by the Palace Hardware Co. ever since they 
were first installed on special tables in the center of 
the store seven years ago. 

Sales of small items were more than doubled the 
first year the bins were put to work, and a consistent 
flow of small articles and odds and ends of merchan- 
dise has continued to pass out of the store in the hands 
and in the arms of satisfied customers who “waited on 


S "Paac trays and bins for small wares enable the 


themselves” to more than they had intended to buy at 
the time of entering the store. 

Theodore Schucking, president of the firm, believes 
in the use of small bins, but he also believes that they 
can be overdone, and that there is at present a ten- 
dency to overdo the use of them in many places. Too 
many small tables, bins and trays, he says, cheapen a 
store and make it look like a bargain place or a five- 
cent store. <A store that serves a discriminating clien- 
téle, Mr. Schucking thinks, should avoid too many dis- 
plays of small wares. Used in moderation, they are 
effective and profitable, he says, but if they are over- 
done they lose their own effectiveness, and rob other 
lines of the attention that should be given them in 
order to maintain a balanced business. 
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Walter M. Jones of Ventura, Cal., received the grand $500 award with this striking display 








Window Displays from 
“Sportsmen’s Week” 














- 


winners in the window display contest which was an important feature 


P cinema he all sections of the country were represented by prize- 


of Remington Sportsmen’s Week, held Oct. 13-18. The contest brought 
forth some remarkably effective displays and resulted in materially stimu- 


lating the sale of sporting goods. 








HE third annual celebration of Remington 
= Sportsmen’s Week has come and gone. It 
was held Oct. 13 to 18, and aroused such keen 
interest among dealers in all parts of the country 
that its effect should be reflected for many months 
in the better selling and displaying of sporting, 
hunting and trapping equipment in retail stores. 
The outstanding feature in the week’s celebration 
was the window display contest sponsored by the 
Remington Arms Co., Inc., in the interest of better 
window displays in the retail trade. This company 
offered 520 cash prizes totaling $5,000 to the re- 
tailers whose displays of hunting, sporting and 
trapping goods best typified real merchandising 
appeal. 
The contest was open to all dealers. Nearly 
50,000 window trim sets were distributed free by 


the sponsor to dealers in every State. Photos of 
displays were due on or before Nov. 1 for the con- 
sideration of the judges. 

Attractiveness, originality and high merchandis- 
ing value characterized the window displays 
throughout and good window photographs were so 
numerous the judges had a very difficult task in 
selecting the winners. 

There were three groups in the contest. Retail 
merchants in towns of 5000 population or less were 
assigned to the first group. The second group con- 
sisted of similar merchants in towns of from 5000 
to 10,000 population, while merchants in cities of 
more than 10,000 were placed in the third group. 

There was a grand award of $500, open to con- 


(Continued on page 92) 
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The First Award,in Group 

3, was $250 and was won 
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The rich, golden browns of October, together with a harmonious arrangement of merchandise, lend real charm to 
this window 











The Second 
Award, $100, in 
Group 2, was awarded 
to The Bashford 
Burmister Co., 
Prescott, 
Ariz. 








Here is a well filled window, yet without any suggestion of overcrowding. A window 
of this type has a real sales appeal 
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Cullum € Boren Co., 
of Dallas, Tex., took 
the Second Award, 
$100, im Group 3 














The mountain lion and other stuffed animals in this prize winning window give a touch 
of realism that attracted attention and sold sporting goods 
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No man with red blood in his veins could pass indifferently by this rustic cabin and 
attractive arrangement of Hunting and Trapping Goods 
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Here is another sales building window that brings back fond memories of the 
“big bag” that grows bigger as time goes on 







James Gribben, Thomas- 
ville, Ga., received the 
First Award, $250, in 
Group 2 
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4 The winner of the Second 
g Award, $100, in Group 1, 
e was William 8S. Dupre, 
re Delavan, Wis. 

















There is real artistry in this window. For naturalness and skillful 
s handling it would be hard to excel 
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W. J. Weaver €& Sons, 

King City, Mo., won the 

Third Award of $50 im 

Group 1 with this realistic 
display 





























The winner of the Third 
Award of $50 in Group 2 
was the Beltrami Avenue 
Hardware C'o., Bemidji, 


Minn. 









































The Third Award of $50, in Group 3, was captured by the Steel Hardware Co., Wichita, Kan. 
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mobiles while away from the old 

town, but between times he’s absorbed 
a lot of inspiration on window trims, mer- 
chandising, etc. Bill never could keep any- 
thing to himself and in this letter he let’s you 
in on the ground floor. 


B ILL’S had a tough time dodging auto- 























Bill Gets An Idea 


And He Tells You All About It in This Letter to 
Mis Senior Partner While On An Extended Trip 


By Ernest A. Dench 


“Newark, N. J., Wednesday. 


3 EAR Mart: ; 
1) “After dodging the automobillys—which 
ever gender they may be—(I know the sex 
of all the Henrys, but the others I am ignorant of) 
at Market and Broad, I stood in front of Ludlow’s and 
Squier’s. Market and Broad is a sure wicked corner 
for walkers and I shouldn’t be ’t all surprised if we 
are not soon jailed for interfering with all the auto- 
mobillys in New Jersey, specially as it seems that I 
am one of these jay walking guys the automobilly 
owners rave about. 

“There is a lot of marine traffic on our 2 by 4 river 
and we ought to get some business from those folk 
who ply their batoes when the ice is being used in 
our refrigerators. The idea struck me like a cyclone 
when I stood opened mouthed before the front of Lud- 
low’s and Squier’s. The fellow who wrote the card 
which was hung perilously from the ceiling must be 
one of those clever movie caption writers. He said: 
‘Anchor Here for Boat Hardware.’ Catchy, is it not, 
Mart? Tell Joe Binks we want one made with the 
words and spelling—especially the spelling—on it. 
You’d have one of those freakish vampire red crepe 
papers in the background, but you forget that we 
want the surface color of the sea, not that color which 


lies miles beneath us and where we may be trans- 
ported in due course for profiteering on a penny’s 
worth of tacks. Get this, Mart, the wallboard which 
screened the exclusive clerks from curious folks was 
painted a sea blue color. Guess we can afford to dele- 
gate a can of this for the cause. Small marine tools 
were placed on the wallboard as neatly and clean as 
your wife’s kitchen. Such articles as rope, anchors, 
lamps, etc., filled up the vacant spots on the stained 
floor. And that reminds me, Mart. Our floor needs 
another coat of varnish. We can use a can of that 
line that is costing us good room and board money. 
Forgive the third illusion to atmosphere, Mart. All 
the best fellows are as crazy about itasI am. Gently, 
gently, here it cometh. At each rear side two boat 
oars were crossed together, with a life-buoy slung over 
both, holding them together in a snake’s death-like 
clutch, which comparison came to me from the movies. 
Great educators, the movies, Mart. Folds of an Amer- 
ican flag were pulled in and out the life-buoy, giving 
it a ‘say it with Flowers’ rosette effect. Guess I 
won’t get much chance to see hardware windows in 
New York, as I must go the rounds of all those hard- 
ware houses on Murray and Warren streets. 
“Smilingly yours, 
“Bill.” 
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Inventory Time 








HROUGH a little advance planning, actual inventory taking can be 
limited to only two or three days. In this article you will find some 
specific recommendations that should make this task easier. 








HE merchant’s bugaboo—inventory time—is 

almost here. The average hardware man sees 

its approach with much the same feeling of 
consternation that a small boy watches a dose of 
castor oil being poured into a spoon. In both 
cases, inventory and castor oil, many excuses 
and subterfuges are invented on the spur of the 
moment in a vain attempt to dodge the issue. But 
in each case it must be admitted that the results 
justify the somewhat heroic treatment. 

Before the days of the federal income tax law, 
the taking of inventory was somewhat loose in 
its application. Many merchants side-stepped en- 
tirely, stoutly maintaining that the stock was theirs 
anyway so that an inventory was absolute non- 
sense. Other dealers took inventory as the spirit 
moved them—some years they did and some years 
they didn’t. Then congress passed the law that 
necessitated the filing of an accurate financial 
statement every twelve months and laid down 
several rules for the compiling of that statement. 
Among other things an exact physical inventory 
was demanded. 


‘ 


Thus inventories, like most things that we are 
compelled to do, became to be considered a burden 
to be grumbled over and sworn at. But please re- 
member that an inventory has many other laudable 
attributes besides being the means of satisfying 
the whims of a “diabolical” government in the 
matter of an income tax statement. It can remain 
merely a piece of routine drudgery or it can be 
made to yield to the dealer himself a fund of in- 
formation upon which may safely be based his 
future policies as to buying, selling and manage- 
ment. 

By a little advance planning, actual inventory 
taking can be limited to only two or three days’ 
time. In the lull of business that immediately 
follows Christmas Day there are usually plenty 
of spare moments in which numerous small items 
such as the screws, bolts and rivets can be counted. 
If the number is then marked on a tag attached to 
the goods or their container, with room to note 
and deduct any amounts that are sold before the 
inventory is begun, it will speed up the procedure 
materially. 
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It is also a decided economy of time, to have 
ready for the stock taking, simple inventory forms 
so arranged that there is ample space for recording 
the quantity, full name and description, deprecia- 
tion, in both percentages and actual amounts, and 
any vital notations. The completed inventory 
should be in such form that it may be filed away 
for future reference, as it is in reality a most 
valuable record of your business. Taking it on 
strips of wrapping paper or on any but properly 
arranged forms is a dangerous, slip-shod way of 
doing business. 

In taking inventory it will save time to work in 
pairs—one person calling the quantities, the items 
and the cost in the order named and the other 
person writing them down and calling the informa- 
tion back so as to avoid any possibility of mistakes. 
Under the law it is allowable to take stock either 
at the actual cost of the merchandise or at the 
market value, the whole inventory to be taken on 
the basis decided upon. Naturally everything else 
being equal, whichever is the lower figure would be 
the proper one, but inasmuch as it is impossible for 
any hardware man to have a knowledge of the 
exact market value of the thousands of items that 
he handles, the cost price is universally used. On 
all shop-worn, damaged or otherwise unsalable 
merchandise a reasonable depreciation is allowed 
and should be taken. After the calling, during 
which the quantity of every item must be actually 
counted and not estimated or guessed, the next job 
is to extend the costs so that the total value of the 
stock may be arrived at. 

When this is accomplished a good many dealers 
are prone to give a sigh of relief and utter a 
prayer of thanksgiving that a nasty job is out 
of the way for another year. But they are travel- 
ing altogether too fast—for if the inventory is 
to be of any real value to the dealer, the work is 
just beginning. 

The record should now be checked with that of 
the previous year in order to locate all items that 
have been carried in stock for the calendar year. 
Naturally merchandise that remains on the shelf 
from one year’s end to another is not profitable 
to have and when such items are encountered every 
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sales effort should be made to turn them into cash. 
Many merchants have adopted the plan of dating all 
merchandise when it comes into the store, placing 
the date either in symbols or figures along with 
the cost mark. Immediately after inventory all 
goods over a year old should be marked at prices 
that will guarantee their sale and the cash thus 
realized can be invested in merchandise that will 
move and show a profit. It is better to sell an 
article for half of what you paid for it and have 
the money than let it stay on your top shelf and 
gather dust for years. Another plan sometimes 
used is to place bright colored tags on all these 
“star boarder” items and then pay a bonus to your 
sales force on all tagged goods sold. 

Your completed inventory, with careful study 
and comparison from year to year, will show the 
class of goods that your territory demands, it will 
show you where you are carrying too large a stock, 
it will furnish you with subject matter for your 
advertisements and it will show you where your 
stock is low and should be replenished. 

However, the biggest piece of news to be fur- 
nished by your inventory is whether or not you 
made a profit and where it is to be found. Only 
through the total of your inventory can your turn- 
over be determined and turn-over is the one thing 
that makes or mars your profit—for profit must be 
figured in direct ratio with the rate of turn-over. 
The rate of turn-over may be arrived at by adding 
to the inventory at the beginning of the year the 
cost of the merchandise purchased during the 
period and subtracting the inventory at the end 
of. the year and then dividing the sum by one- 
half of the total of the two inventories. Again 
your inventory will show you where your profits 
are, for it is a lamentable fact that often at the 
end of a busy year all the profits are represented 
by the increased stock of merchandise reposing on 
the shelves. 

Taking inventory is your annual chance to ana- 
lyze your business, to check up on what you are 
doing, and instead of cussing the law that makes 
it imperative, your energy should be directed to- 
wards getting the most out of it. Like the small 
boy’s castor oil, it is good for what ails you. 
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A Practical Catalog Rack 


HARLES L. WOLLENHAUPT of the Dayton 
® Hardware Supply Store, Dayton, Ohio, has a 
fine plan for keeping his catalogs in a handy 
position when ordering or looking up special items 
desired by customers. A special inclined rack has 
been made which puts the book in a convenient 
reference position. The inclined board is from 2-in. 
stock, measuring 20 in. by 24 in. The front supports 
measure 4 in. high and the rear supports are 10 in. 
high. These are made from 2x4 stock, and are 
more secure when fastened to a cross piece at each 
end. See the diagram. The tops of the four sup- 
ports are chamfered off to fit the inclined table. 
The angle is that formed by cutting the tops from 
the mean height of the back to a point 1 in. lower 
on the front. ; 
When customers are in doubt about special articles 
this stand is very handy. If a builder is in a hurry 
and wishes to pick certain items which he can not. 


identify except by comparison of a cut, you can place 
your builders’ hardware catalog on the rack and let 
him go through it. 
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Letters from Retailers 


By Saunders Norvell 


AST week I promised to get down to tacks in my 
next article. The best thing I can do in this 
issue is to give you the opportunity to read some 

of the letters I have received from retail merchants. 

Here is one from a leading retail hardware mer- 

chant in Pennsylvania. I have sent this hardware 
dealer the name of the Ohio retail hardware man. I 
hope they get together and have a good talk. I wish 
I could be with them, as I would like to pick up a 
few pointers. 


“I have read twice your ‘shocking article’ in the 
HARDWARE AGE of Dec. 18, and I am struck with the 
similarity of the experience of the ‘Ohio Retail Man’ 
with my own. 

“I have never tried to organize a National Chain 
of stores, but have given some thoughts to the mat- 
ter and have the figures of some dealers as well as 
those of the National Hardware Association. 

“In fact, the idea had already crossed my mind 
of talking to you about it and to get your judgment 
on the same, but I never got quite that far. I have 
enjoyed your many articles in the HARDWARE AGE 
and I hope that they will continue to amuse and en- 
tertain the hardware dealers. 

“Of course, I do not ask you the name of the Ohio 
dealer to whom you referred, but I would certainly 
like to meet him some time, as I believe we would 
have a great deal in common to talk about, so if you 
have no objections I wish you would send him this 
letter and then, if he wishes to write me, I will be 
glad to meet him some time, if agreeable to him, and 
talk things over. I have reason to feel that such an 
interview would be entertaining if not profitable. 

“IT am greatly impressed with the change that is 
taking place in the distribution of merchandise and 
it is interesting to note that many thoughtful people, 
both in and out of the hardware business, are ap- 
parently impressed with the same conditions, and 
the wise dealer will try to take such action so that 
he will not be left like driftwood on the seashore 
when the tide goes out. Of course, just what action 
to take is more or less an individual proposition. I 
have read your article in this week’s HARDWARE AGE 
of Dec. 25 with interest, and see that you too have 
evidently been considering this matter. This ques- 
tion is not one alone for the hardware men, but also 
for the department store, shoe store and many other 
lines that give a good deal of service in the sale of 
goods, as opposed to the chain stores, 5 and 10 stores 
and among which may be included the Grant stores. 
I think that many merchants, other than hardware, 
are looking with keen interest upon the growth of 
such organizations, both in the growth of their sales 
and in the very large net profits which their finan- 
cial reports show. 

“I trust that you will regard this letter as con- 
fidential, so far as my name and location is con- 
cerned.” 

* * * 

An old friend of mine, the head of a large retail 
hardware house in southern Illinois, writes the fol- 
lowing letter. This merchant I know has made a 
conspicuous success of his business. I also under- 


stand that notwithstanding all the troubles that seem 





to beset the retail hardware trade, his business con- 
tinues to be profitable. 


“Replying to your article in the HARDWARE AGE of 
Dec. 18, will say if the retail hardware dealers are 
losing ground then all the educational work that has 
been done by the association, jobbers, trade paper 
magazines, business experts, etc., has come to 
naught, and we are face to face with the fact that 
with all these helps you cannot make merchants out 
of all the retailers any more than the college can 
make successful men out of all its students. 

“That reminds me of a very successful salesman 
who sold adding machines and he would often say to 
me in a heart to heart talk, ‘I have men in my terri- 
tory that have practically no system; yet are rich, 
and making money, and others that have systems 
right up to date that I know are not making a cent.’ 
I would always say that while system was a good 
thing, it was a two-edged sword and would cut both 
ways, and perhaps some of his friends had loaded 
up too heavily on it or did not know how to make a 
profit. On the other hand, the ones that were mak- 
ing money knew how to make a profit and would 
work out their own system sooner or later. In other 
words, they were good merchants. That’s what they 
said about Marshall Field—just a good merchant; 
first a merchandiser of materials and then a mer- 
chandiser of men. Woolworth started the five and 
ten cent stores over forty years ago and the A & P 
chain stores were going long before that. Stewart 
operated a department store in New York City and 
made millions before you and I were born, and I 
could go back as far as Jerusalem on general stores. 
Thus, according to the old adage, there is nothing 
new under the sun. If the retail hardware dealer 
is going back, it’s ):is own fault.” 


* * * 


A very successful manufacturers’ representative 
with headquarters in the central West writes me the 
following letter, in which he has some rather plain 
things to say in regard to the ability of the average 
jobbers’ salesman. You will notice in following let- 
ters that a retail merchant also pays his compliment 
to the average salesman. I wonder how many job- 
bers’ salesmen will take these criticisms to heart as 
possibly-—may I dare say it?—being applied to them! 
As a matter of fact, truth compels me to say that 
there is a feeling, not only in the hardware trade but 
in other lines, that the average jobbers’ salesman in 
ability is below the average. The thought is being 
suggested to me, as I read these letters, that it might 
not be a bad idea a little later to go into an analytical 
study of jobbers’ salesmen. First, is there anything 
the matter with them? If there is, then what is it? 
After we find out just what is the matter with them, 
we can go deeper into the subject by inquiring 
whether men are selected who are not equal mentally 
to the tasks imposed upon them or whether it is the 
fault of their training and handling. 


“T have read your article in the HARDWARE AGE 
under the title ‘A Shocking Article.’ There is a 
whole lot of talk about chain stores and ft simply 
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comes about, in my opinion, for the reason that some 
chain stores have made a success and you know, 
as well as I do, that a lot of people, because you or 
somebody else was successful in a particular branch 
of commerce or other vocation flatter themselves 
that they can do just as well, which is not the truth. 

“In my mind, the greatest fault with merchandis- 
ing in the United States today is the lack of initia- 
tive and the knowledge of merchandise and other 
requirements that go with a successful merchant, 
salesman or clerk. Jt is my opinion that jobbing 
hardware houses today are requiring too much from 
mediocre salesmen where a superman should repre- 
sent the enormous lines of merchandise jobbing 
hardware salesmen are required to do. The jobbing 
salesmen are two by fours. What we want in the 
hardware business is better bosses, better salesmen, 
etc. The hardware business will go to pot unless 
we have better merchants. 

* * * 


“As you know, I wait on all the trade in the Mid- 
dle West and upper New York and New York City, 
and as a whole I believe the buyers of the jobbing 
hardware houses are a very clever lot of men. They 
are faithful to their employers and exceptionally 
considerate to the salesmen who call on them, and 
I know from experience they like to have men who 
are well versed on their lines call on them. I know 
of a great big fat slob who has traveled through the 
Middle West and I think you know him too, who 
tells everybody about the wonderful income he gets 
and who lies like the devil mostly, who cannot sell 
goods unless he cuts the price. The buyers tell me 
he knows less about his merchandise than anybody 
who comes to see them.” 

A very well known retail hardware man in a large 
city in Massachusetts writes the following letter. It 
will be observed that he devotes a good part of this 
letter to discussing the question of the expense ac- 
count. This merchant suggests the use of more girls 
and young women as clerks. If this suggestion should 
be adopted, it would be stealing a page out of the book 
of the 5 and 10 cent store and the chain store, as it 
will be noted that they use many women in their 
shops. Please note particularly what this merchant 
of long experience has to say with reference to the 
retail hardware merchants having gone a little too far 
along the line of seeking experienced clerks at high 
salaries when possibly an intelligent but less expe- 
rienced clerk at a lower salary might serve the pur- 
pose in selling just as well. 

“IT have been reading your articles in the HaArp- 
WARE AGE as they appeared and have the book on 
my desk, so that I can read it again when I have 
time or want to refer to different matters as they 
come up. 

“You have done a good job in the information you 
have given us hardware men and I[ think you are 
especially well qualified to do so on account of your 
experience and what you have accomplished and 
more so, perhaps, because you can now ‘look from 
the outside in.’ 

“In the article in this week’s issue (Dec. 18) you 
have touched upon a matter that some of us hard- 
ware men have been thinking about a good deal 
lately, and that is, the increased expense of doing 
business, and how we may cut it down. 

“As we look over the items, the salary list is the 
largest and we, at least, have been considering this 
quite carefully and wondering if the time had come 
when we might do something radically different. As 
we look over this salary list we cannot see that it is 


too high for the work performed or for a living 
wage. We believe we are paying as much as any- 
body about us and, perhaps, more, but certainly we 
cannot reduce the salaries. 

“The only real solution, it seems to me, is that 
we must use more girls and young ladies as clerks. 
Really, when we come to think of it carefully, the 
two young ladies that we have on the floor wait on 
nine-tenths of the trade in the front of the store and 
that could be repeated down the length of the store. 
There should be, I think, one good man in each de- 
partment who could answer questions which his 
gales girls could not and who eould handle some of 
the trade of the large buyers. There would be a fre- 
quent turnover in this method but I do not see any 
particular harm in it or help for it. 

“Some years ago we discovered that if we put one 
of our best men out in the front of the store, he 
would be taken away by some good customer; con- 
sequently we put in one young lady at first with a 
series of bells which were rung for calling help. 
We have the sections of our store numbered and the 
shelves lettered. Help is designated largely by de- 
partments but confirmed by section numbers. The 
rule is that there shall always be three clerks in 
the front of the store and if anyone leaves the sec- 
tion, the one below him shall move up toward the 
front, but like all rules, it does not work all the time. 
I have a desk on the balcony floor where I can look 
down over about two-thirds of the store and I have 
a bell which I frequently use. This is supposed to 
call clerks from the basement to the floor, or in fact 
any unattached salesman. 

“In watching the sales, we find that these young 
ladies give fully as good account of themselves as 
some of our young men who have had many years’ 
experience. We have a monthly report of the larg- 
est number of sales and the largest amount of sales, 
also the largest average sales, and for the month of 
November we find one of our young ladies came out 
third in the largest number of sales and second in 
the largest amount of sales. 

“Some of our New England hardware men who 
went to the national convention in California came 
back quite disturbed by reason of the fact that a 
Seattle hardware concern made a talk at the con- 
vention, stating that their retail selling was almost 
entirely on the plan of the 5c. and 10c. stores. 

“What we hardware men have considered essen- 
tial in the business is that each salesman should be 
able to give expert advice on every item that he 
sells; consequently, we have been looking for men 
of experience when we hired them, but I am becom- 
ing convinced that what we need is to look first for 
a pleasing personality and then the qualities of good 
salesmanship, and not look necessarily for a clerk 
who has had a long or wide experience in the hard- 
ware business. We should have, of course, at hand 
at all times somebody who can supply this lack of 
experience. 

“The plan which your good friend, Simmons, fol- 
lowed during the later years of his life of being re- 
lieved from any detail work but poking around the 
different departments, discovering excess stock and 
suggesting numerous things which would not occur 
to the men whose ‘noses were close to the grind- 
stone’ strikes me as being a very good one for men 
who do not wish to be too active.” 

* * + 


Next comes a letter from a very prosperous city in 
Kentucky. Please note this merchant is aware of the 





(Continued on page 88) 
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Loaded Shell Varieties Reduced Substantially | Warren McArth 


Dept. of Commerce Announces Elimination of 2320 Varieties 


and Retention of 1747 


Elimination of 2320 varieties of loads 
used in loaded shotgun shells and the 
retention of 1747 loads on a standard 
load list which became effective on 
Jan. 1, has been announced by the 
Division of Simplified Practice, Depart- 
ment of Commerce, as a result of the 
joint action of loading companies, pow- 
der companies and the National Retail 
Hardware Association, the Southern 
Hardware Jobbers and the National 
Hardware Association of the United 
States, the latter representing the dis- 
tributors. 

It was stated by the loading com- 
panies’ representatives that the 2320 
loads eliminated represented but 5 per 
cent of the total sales. And when 
stocks on hand Jan. 1 of these loads 
are exhausted they will be supplied in 
the future only as special] loads. 

A further action in connection with 
shell loads taken by the groups affected 
was the adoption of Eastern size for 
buck shot as standard and the discon- 
tinuance of the Western size as soon 
as it is practicable. 

The simplified list of loads embodies 
the following loads in various shot 
sizes: Black powder, 1 load in 10-gage, 
3 in 12-gage, 2 in 16-gage, 2 in 20-gage 


and 1 in 28-gage: smokeless powder in 
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Dead 





high cup shells, 2 loads in 10-gage, al Pioneer Tubular Lantern Salesman 


in 12-gage, 3 in 16-gage and 4 in 20- 
gage; smokeless Pants. om in medium cup 
shells, 2 loads in 10-gage, 11 in 12-gage, 
6 in 16-gage, 5 in 20-gage, 1 in 28-gage 
and 2 in 410-gage; 2-in. shell and 2%- 
in. shell respectively; smokeless pow- 
der in low cup shells, 5 loads in 12- 
gage, 3 in 16-gage and 2 in 20-gage. 
Blank loads.are limited to one load in 
10-gage black powder only. . Buck shot 
loads are limited to smokeless loads in 
medium cup shells only, as follows: 4 
loads in 12-gage and 1 load each in 
16 and 20-gage. Brush, bush, scatter, 
spreader and thicket loads are limited 
to medium cup smokeless shells in 1 
load each in 12-gage, 16-gage and 20- 
gage. Single ball loads are limited to 
smokeless powder in medium cup shells, 
1 load each in 12-gage, 16-gage, 20- 
gage and 410-gage. 

The eliminations, it was declared by 
manufacturers and hardware repre- 
sentatives among the distributors, will 
be of great benefit to the distributors 
without in any way impairing the 
range of selection for the sportsman. 
On behalf of the loading companies it 
was declared that reductions in ware- 
housing space would be brought about 
by the new lists. 





Kimball Elected President 
|, Amer. Hdw. Corp. 


George T. Kimball has been elected 
president of the American Hardware 
Corporation, New Britain, Conn. He 





George T. Kimball 


succeeds H. C. M. Thomson, who re- 
signed because of ill health. : 
Mr. Kimball has been vice-president 





of the corporation for a number of 
years, and has been the active head of 
the concern during the illness: of the 
former president. He is an attorney 
by profession, and has handled the fac- 
tory’s legal affairs for a number of 
years. He was elected to the vice-pres- 
idency five years ago. 

Mr. Kimball is a brother of Arthur 
Kimball, president of Landers, Frary 
& Clark, New Britain, Conn. / 





A. Z. Boyd Dies 


Andrew Z. Boyd, president of the 
A. Z. Boyd Co., Inc., of 126 Chambers 
Street, New York, died at his home in 
Brooklyn, Tuesday, Dec. 30, after a 
three weeks” illness. 

Mr. Boyd was widely known in the 
hardware trade, his company having 
for many years represented a number 
of well-known manufacturers as East- 
ern sales representatives. He enjoyed 
the friendship of a wide circle of job- 
bers and manufacturers. 

Mr. Boyd was in his 58th year. His 
first hardware connection was as a boy 
with Ross & Fuller. He was next con- 
nected with Whitman & Barnes Mfg. 
Co. as a salesman, later being in charge 
of their export department. After five 
years in partnership with Benjamin S. 
Alder as Alder & Boyd, the A. Z. Boyd 
Co. business was started. The last sev- 
enteen years of this firm’s activities 
were at the present address on Cham- 
hers Street. 





Was 68 


Warren McArthur, sales manager 
and director R. E. Dietz Co., 60 Laight 
Street, New York City, lantern manu- 
facturer, died Dec. 24, 1924, at the age 
of 68 years. Mr. McArthur was said 
to be the pioneer salesman of tubular 
lanterns, and was ‘often credited as 

































































































































Warren McArthur 

having sold more lanterns than any 
other one man. He had been in the 
lantern business since 1878, and had 
been connected with the R. E. Dietz 
Co. since 1882. 

In his connection with this company 
Mr. McArthur acted first as Western 
agent, and then later became director 
of the company’s sales activities in 
charge of the Chicago office, located at 
168 North Michigan Avenue. He died 
in Chicago, where he had made his 
home since 1882. 





Fawcett Becomes Secretary 
of Outing Mfg. Co. 


H, F. Fawcett has become secretary 
and treasurer of the Outing Mfg. Co., 
Elkhart, Ind., manufacturers of fish 
lures. Mr. Fawcett was formerly sales 
manager of James Heddons Sons, Do- 
wagiac, Mich. During the war he 
served in the Army Air Service. 

The Outing Mfg. Co. has been in the 
field a little more than one year, and 
reports a steadv demand for the sev- 
eral items placed on the market. Two 
of their fish lures. known as _ the 
Feather-Getum and Porky-Getum lures, 
are mounted on aluminum pocket rules, 
so that the angler may measure any 
fish which he may catch. 
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Boosters Make bhi. at y erate Li 


Sixty boosters made merry at the 
annual Christmas luncheon of the 
Hardware Roosters (N. Y. C.), held 
Dec. 27 at the Hardware Club, 253 
Broadway, New York City. A special 
holiday repast was served, and Past 
Chief Herbert R. Connor, as chairman 
of the entertainment committee, made 
the afternoon a lively one, in which a 
majority of members participated with 
songs, jigs and funny stories. An im- 
promptu quartet of members rendered 
“Sweet Adeline” and kindred songs. 

Roy F. Soule, editor Hardware Deal- 
ers Magazine, surprised the members 
by declaring in his talk that the great- 
est thing in the world was pay day. 
The Boosters had had a hunch that Mr. 
Soule would call Christmas Day the 
greatest day. The speaker urged the 
Boosters to realize the importance of 
the individual’s business responsibili- 
ties and to appreciate a man’s obliga- 
tion to other factors of the hardware 
industry. He urged them to realize 
their close relation to all those men en- 





gaged in production, 
distribution and consumption of the 
lines which they as salesmen are sell- 


ing. 

Past Chief Seymour Sears repeated 
a statement made two months ago to 
the effect that a prediction made in De- 
cember, 1923, by Saunders Norvell, con- 
tributor to HARDWARE AGE, and author 
of the recently published “Forty Years 
of Hardware,” in which Mr. Norvell 
said that the year 1924 would not be 
as good as 1923, but that 1925 would 
be a banner year for those who made 
the proper effort. 

Samples for souvenirs were donated 
by the Corning Glass Works, Wiebusch 
& Hilger, Stanley Works, Sargent & 
Co., Lanbush-Fischer Co., Peck, Stow & 
Wilcox Co., Russell & Erwin, John Rus- 
sell Cutlery Co., Trimont Mfg. Co., 
Harmon & Dixon, Union Stove Works, 
Union Hardware Co., Pike Mfg. Co. 
and Past Secretary A. Westphal, who 
personally donated a large box of 
candy. 





John H. Graham & Co. Incorporates 


John H. Graham & Co., Ince., 113 
Chambers Street, New York City, be- 
came an incorporated business July 1, 
1924. The business was founded in 
1870 by the late John H. Graham, who 
had an international reputation as a 
direct representative of hardware 
manufacturers. 

Officers are: William A. Graham, 

resident; W. D. Batting, J. L. B. 
Holme and T. E. Hoffman, vice-presi- 
dents; H. S. Graham, treasurer; C. V. 
Graham, secretary and E. Sheehy, as- 
sistant treasurer. 

All of the officers are active in the 
business, with the exception of Secre- 
tary C. V. Graham, who is the son of 
President W. A. Graham, and who is 





engaged in legal practice. Mr. Batting 
has been active in the business for 34 
years, Mr. Holmes for 39 years, Mr. 
Hoffman for 31 years, Mr. Sheehy for 
18 years and H. S. Graham for 13 
years. 

The incorporation of the business has 
meant no change in the active manage- 
ment, as these officers have been im- 
portant executives in the past. Fol- 

owing the death of the founder, Wil- 
liam A. Graham, and his brother, 
George A. Graham, sons of John H. 
Graham operated the business as a 
partnership up until the time of the in- 
corporation. 

It will be remembered that George 
A. Graham died last October. 


transportation, | 





J oint Meeting Planned 
for Retailers and Mfrs. 


The board of governors of the Na- 
tional Retail Hardware Association will 
entertain at a joint business confer- 
ence officers, executive committee and 
advisory board of the American Hard- 
ware Manufacturers Association some 
time in January. 

At this meeting it is proposed to dis- 
cuss in their broadest aspect the prob- 
1ems which face the hardware industry, 
especially those concerned with the 
elimination of waste in distribution. 

Secretary Fred D. Mitchell, 1819 
Broadway, New York City, will wel- 
come, expressions on topics to be dis- 
cussed at this meeting. He has ad- 
dressed members of the American 
Hardware Manufacturers Association 
and invited them to respond. 


Cleveland Office Opened 
by Congoleum-Nairn, Inc. 


Congoleum-Nairn, Inc. .. Philadelphia, 
Pa., manufacturers of floor coverings, 
has opened an office and warehouse at 
6300 Euclid Avenue, Cleveland, Ohio, 
with H. G. Boyer in charge as manager. 
Mr. Boyer was formerly with the com- 
pany’s Pittsburgh office. His new ter- 
ritory lies between Erie, Pa., and Fort 
Wayne, Ind., and includes the eastern 
portion of Michigan. 


McNulty Made President 
of Buffalo Club 


J. H. McNulty, president Pratt & 
Lambert, Inc., varnish makers, has 
just been elected president of the Buf- 
falo Club, one of the city’s oldest and - 
best-known; organizations, in which Mr. 
McNulty, has been active for many 
years. 

The Buffalo Club has a unique his- 
tory, covering over sixty years. Its 
first president was a president of the 
United States, Millard Fillmore. Grover 
Cleveland also was an active member 


of this club. 
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Why Tacks Should Be 
Sold According 
to Length 


By Herbert S. Holland 


Chairman, Standardization and Simplification Committee, American 
Tack Manufacturers’ Association 


E designation of tack lengths by the present num- 
bering system is a puzzle to buyer clerk and cus- 
tomer alike. Many times the writer has been asked 

why tacks are numbered and not designated by fractions 
of an inch—a term more familiar to the customer, dis- 
tributor and manufacturer. The present system of num- 
bering means nothing and has long ago ceased to bear 
any significance whatever to the contents of the package 
so designated. 

When tacks were first made there was but one style 
common in general use known as the ordinary iron tack. In 
determining the designation of tacks manufacturers first 
used the term ounces. This meant that a thousand tacks, 
weighing two ounces, measured % in. in length; 1000 
tacks weighing 2% ounces measured x6 in., or 1000 
tacks weighing 3 ounces measured % in. Thus a %-in. 
tack was known as a three-ounce tack, and so labeled. 
This plan worked out very satisfactorily until the demand 
created other styles for specific purposes. Upon the 
introduction of American Cut, “S” cut, upholsterer’s, 
basket and other styles of tacks, the same rule of ounces 
was continued, and ceased to reflect the true count per 
ounce as originally intended for the new styles were 
lighter than the common tack. 

This general term applied to tacks and to the packages 
so labeled soon confused the customer, as purchasers 
believed that they were getting in weight the number 
applied to the size for tack designation. For this 
reason the term ounces was discontinued and the num- 
bers used still followed the old method, however. 

As numbering has ceased to be practical in the appli- 
cation of tack designation, we as manufacturers, the 
hardware clerks as distributors and the buyers as the 
ultimate consumers, feel that the old system should be 
abolished. 

I have often watched the hardware clerk make a sale 
of tacks to the average customer of package goods. The 
customer usually signified his desire for tacks by stating 
that he wants some “about so long,” illustrating the size 
by the spread between his thumb and forefinger. This 
may correspond by sight to approximately a % in., % in. 
or % in., and the clerk usually asks the buyer or one of 
the other clerks what size to show the customer. As 
there is only 7% in. difference in length between the 
present numbers, two or three packages are generally 
shown before the customer is satisfied on the size to 
purchase. All this time spent in the sale of a small 
article, however necessary, has reduced all the profits 
from the transaction and the clerk has consumed enough 
time to sell a lawnmower or a wheelbarrow, which are 
much more profitable to the employer. 

This method in many lines causes the dealer to need 
more clerks. Tacks designated by numbers increase costs 
of selling which could easily and rightfully be eliminated. 
Tacks designated by lengths % in., fs in., % in., ve in., 
% in., etc., would make it possible for the clerk to quickly 
sell the customers in their own terms. The customer 
would soon know what to ask for. 


I had recently been talking with an old hardware man, 
one that had been selling the tack line to the retail trade 
both in 72-gross assorted boxes and packages and he was 
surprised to learn that the difference in lengths between 
the present sizes was only ys of an inch. 


“Why, I at least thought there was a difference of 
ly in.,” he said, “for no trade disposing of the usual 
retail line of tacks needs such an exacting length.” 


This is true in perhaps every instance, but the manu- 
facturing trade and several manufacturers of furniture, 
baskets and upholstering concerns with whom I have 
talked also admit many of the present sizes can be 
eliminated. 


Such exacting lengths are not practical to carry out 
in the manufacturing of tacks. You need but examine a 
few packages to find that in the same package there is 
probable variation of ys in. from the sizes designated on 
the label. Machines are automatic, gages, guards and 
other parts of the machines, slip at times and cause 
variations. Where several tack makers are working in 
the same size and style of goods, one may cut x in. long 
to the size and another + in. short and when the day’s 
products of the two different machines are blued, polished 
and finished a more extreme variation is noticeable. This 
is modern practice in any shop where large volume is 
economically produced. 

We believe for shelf hardware purposes the dealer 
would eliminate ye in., % in., and ¥ in., etc., sizes, for 
no distributor would care to stock the present numbered 
assortments when designated in this way. 

It is therefore possible to effect nearly a 50 per cent 
reduction of the present assortments carried by the jobber 
and dealer and still meet the requirements of the trade 
satisfactorily. Where a particular buyer for manufac- 
turing purposes requires a specific size, the same could 
be supplied to him in bulk packages. 

No less tacks are sold by this method, which means 
many hundreds of dollars saved to the jobbers and 
retailers of the country. A saving in time and assort- 
ment will make a profitable line out of an unprofitable 
one. The time is here when the merchant’s capital is 
needed for new merchandise which affords greater profits. 

It may be of interest to note the methods of buying 
used by Chinese and Japanese customers in their require- 
ments of cut tacks. Every order received specifies tacks 
designated as % in., % in. and % in. These buyers have 
learned the importance of this method of designation 
long before an introduction by American manufacturers. 

We believe that such recommendations when effected 
would result in thousands of dollars saved by the dis- 
tributors and manufacturers on the tack product. Support 
by American jobbers and retailers would bring about a 
much needed change in tack merchandising. 


HARDWARE AGE would welcome your opinion on this 
important question. 
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Business Outlook Favorable for 
1925, Say Oliver Bros. 


E industrial reaction which set in eighteen 
months ago, and which reached the proportions 
of serious depression in some industries since 

the spring of 1924, is very evidently about at an end 
for the present, according to a statement on the busi- 
ness outlook issued recently by Oliver Bros., Inc., New 
York City. But just how genuine is the basis for the 
universally optimistic sentiment which has swept the 
country since the election? We are of the opinion 
that, while fault can still be found with certain ele- 
ments of fundamental conditions, the unfavorable 
factors are overwhelmed by the satisfactory and 
highly encouraging ones. 

The salutary effect of the result of the election in 
November is too well known for comment. We refer 


momentarily to politics only to emphasize the bene- 
ficial influence on business sentiment of the reflection 
that the sixty-ninth Congress will adjourn very soon 
and the present prospect is that we will experience a 
legislative holiday extending for ten or eleven months. 

The record breaking activities of the stock market 
since election day have been a potent influence on 
popular sentiment, expressing as it has exuberance 
following the months of uncertainty, and to some de- 
gree, anxiety, during the political campaign which 
proved so disastrous to the conglomerate menace 
known as the third party. But we cannot help feeling 
that the interest of the public in investments is largely 
speculative, and that many of the stocks quoted are 
selling for more than they are worth. 





Foreign conditions continue to be- 
come more favorable as time goes on. 
Chief among the encouraging features 
are the progress being made toward 
putting into execution the Dawes plan, 
the improvement in foreign exchange, 
notably the advance toward par of 
pound sterling, and the definite estab- 
lishment of the gold basis in Germany. 

The favorable trend of events has 
already become definitely established in 
such important basic industries as iron 
and steel and textiles, and we may in- 
clude copper, although thoughtful au- 
thorities on copper are already consid- 
ering the possibilities of inflation. In 
textiles the time is ripe for an upward 
reaction and continued improvement 
throughout the coming year is hoped 
for, if not confidently expected. In 
iron and steel the most optimistic are 
not entirely convinced that the im- 
provement which has been gaining mo- 
mentum for the past several weeks is 
more than seasonal in scope. At any 
rate, we are fairly sure that it will con- 
tinue unabated during the first quarter 
of 1925, and we are not prepared to ex- 
press an opinion over a longer period 
just now. 

The protracted period of unprece- 
dented prosperity in the building indus- 
tries has probably reached its peak and 
a slight downward tendency is probable 
next year. The railroads, while assured 
by the recent election of freedom from 
adverse legislation for the next few 
years, are generally in first-class con- 
dition, and while a normal program of 
expansion will be necessary to keep 
pace with the natural growth and prog- 
ress of the nation, we do not believe 


that any extraordinary railroad buying 
movement is immediately ahead. 

Agriculture showed gratifying im- 
provement during the year just closed, 
and the tension and pessimism result- 
ing from several years of misfortune 
has been relieved to a great extent. 
We cannot, however, be assured that 
this year’s comparative prosperity 
marks a definite turning point in the 
deplorable conditions existing in agri- 
culture for several years. It is well to 
remember that the factors which 
brought about the favorable reaction 
which the farmers enjoyed in 1924 were 
not necessarily permanent in nature, 
and there can be no assurance that the 
same factors will operate to the benefit 
of American agriculture next year. We 
cannot control the weather. Remember 
that domestic prosperity was based on 
foreign disaster and in another year the 
condition might be reversed, or at least 
foreign planters may have normally 
good luck, and in that case we probably 
will experience overproduction in this 
country. Naturally this year’s windfall 
will mean increased acreage of the most 
profitable crops. 

The live stock branch of the agricul- 
tural industry appears to have made 
little headway in overcoming their mis- 
fortunes, and conditions among the cat- 
tlemen are a gloomy contrast to the 
good luck of the tillers of the soil, 
taken as a whole. 

Without a shadow of a doubt busi- 
ness improvement is both genuine and 
general and, broadly speaking, we are 
confident that 1925 will show a rather 
considerable improvement over 1924. 
That remark is unrestrainedly optimis- 


tic for, after all, 1924 has been a bet- 
ter year than it has usually been cred- 
ited with being. 

Making allowances for some loose 
ends, business is fundamentally sound, 
and it requires only a certain amount 
of restraint in preventing a period of 
unwarranted speculation and _ subse- 
quent inflation to assure an extended 
period of genuine prosperity. 

Perhaps this letter will seem to be 
a little out of tune with the general 
expressions of sentiment which are 
coming from all sides at this time. We 
feel like emphasizing the fact that we 
are genuinely optimistic and feel con- 
fident that 1925 will be a good year. 
But we question if it will be a boom 
year; in fact, we doubt if popular opin- 
ion would have it that way if it could 
by so declaring. Booms are boom- 
erangs, and the severe depressions 
which inevitably follow the initial up- 
ward action of such movements have in 
recent years convinced thoughtful busi- 
ness men that they are not worth while. 
We prefer to think that the coming 
year is to be one of moderately expand- 
ing a¢tivity by comparison with 1924, 
that the volume of business will not 
become so great as to encourage pro- 
ducers to disregard the exigencies of 
competition. We believe, in fact, that 
the year will be one of orderly progress 
and sound prosperity and that the con- 
dition may be a fairly lasting one if 
the lessons of the recent past have been 
sufficiently absorbed to effect a sober- 
ing of sentiment a little, and to guard 
against the temptation to unsound and 
economically unwise speculation. 








Watch Your Markets for New Prices 


[) meri January there will probably be considerable price adjust- 


ment in various hardware lines. 


It will pay you to watch closely 


the market reports in each issue of HARDWARE AGE. Keep an eye 
open for revised prices. The upward tendency of prices makes it impera- 


tive for you to buy before advances wherever possible. 


markets will help. 


Watching the 
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Inventory and Conference 


Aftect Hardware Sales— 
January Outlook Very Good 


The hardware trade is busy with inventory. Salesmen 
are off their territories attending company sales conven- - 


tions. 


These two facts jointly have restricted general 


hardware buying. Early reports indicate that inventory 
shows the average stock to be very low. 

January should be a good hardware selling month. The 
fill-in demand on general shelf goods should be very brisk 
for at least three or four weeks, as the trade will find 
it desirable to complete their stocks promptly in view of 
the fact that it is a rising market with possibilities for 


higher prices in the spring. 


Future delivery orders on various spring goods are 
again active and should continue to be in demand through 
January. Early indications suggest a good general em- 
ployment situation, and if the agricultural promises are 
maintained the hardware business in 1925 should be: far 


better than 1924. 
Collections generally are 


satisfactory. 





_Jobbers Revising Prices 


in New York 


New York jobbers are preparing to 
announce higher prices in some lines. 
This past week they have been revising 

rice books and completing inventory. 
alesmen called off the road for con- 
ventions will return to their territiries 
promptly. These men have brought 
very encouraging reports to the sales 
meeting. 

Stormy weather in the metropolitan 
area has influenced greater sales in 
sleds, stove goods, sidewalk scrapers 
and weatherstrip. 





Fill-in Buying Expected in 
Pittsburgh 


Business in the Pittsburgh district is 
in the midst of its year-end dullness. 
Traveling salesmen are off the road 
for the present, and orders naturally 
suffer from that fact. Another week, 
however, will bring a different story, 
according to the jobbers, who believe 


that there will be much fill-in buying: 


as a result of the inventories, and more 
than the usual amount of forward 
buying, because of the strong upward 
tendency of prices. Sentiment is uni- 
formly cheerful with regard to the 
1925 prospect, and the common expec- 
tation is that the year as a whole will 
be more satisfactory than the one just 
ended. In point of turnover, last year 
averaged well in comparison with other 
years, but there are few jobbers who 
made any heavy showing on the finan- 
cial side. Much business was lost by 
reason of the fact that the winter 
stretched into the spring to a greater 





extent than before in a great many 
years and the slowing down in Pitts- 
burg’s leading industries, steel and coal, 
also told against business. The com- 
mon statement about the year’s busi- 
ness is that more business could have 
been done with no increase in the cost 
of doing it over the expense of the 
smaller volume. Another advance in 
rope prices and the adoption by one 
producer of a plan of naming prices 
only for 60 days stands out in the 
week’s price changes, most of which 
have been upward. Collections are fair. 





Prices Are Advancing in 


Chicago Market 


As most dealers are fully occupied 
with taking their inventory, buying of 
seasonable merchandise has_ slowed 
down somewhat, although the volume 
of orders for spring goods has held up 
remarkably well. Prices continue in 
an upward trend—linseed oil going up 
another 3c. and rope taking the long 
predicted advance of 2c. on manila and 
le. on sisal this week. Turpentine was 
an exception to the general rule and 
fell off 4c. 

While the demand of the railroads 
for steel rails is still actively holding 
up, there appears to be also a slight lull 
in steel buying in the Chicago district 
and the rapid rise in pig and scrap iron 
prices is apparently checked for the 
time being. However, it is rumored 
that there is apt to be somewhat of a 
shortage of materials when building 
operations open up in the spring, as 
the mills are now well booked up on 
orders for the first quarter of the new 
year. 


Cleveland Hardware Sales- 
men Expect Good January 
Sales 


The consensus of opinion of traveling 
salesmen attending annual meetings 
during the holiday season is that job- 
bers’ sales will start in good volume 
early this month and with improved 
conditions in the agricultural districts 
due to higher prices for farm products 
and with the general improvement in 
the business situation, they look for a 
heavy volume of sales in 1925. The 
market is very firm with some price 
advances. Range boilers have been 
marked up 10 per cent and prices on 
plumbers’ brass goods have been with- 
drawn. 





Collections Are Satisfactory 
in the Northwest 


Collections in the Northwest, while 
lighter toward the end of the year, 
were very satisfactory. Much of the 
crop money has not worked itself back 
to the larger cities as yet, and so the 
effects of the excellent crops have not 
been so noticeable as in the smaller 
communities. The entire tenor of the 
attitude of the public is one of real 
optimism for the coming year, and ex- 
cellent business is almost sure to de- 
velop. 


Upward Price Tendency 
at Boston 


As was indicated during the latter 
part of 1924, the new year opens with 
the tendency of hardware prices up- 
ward in the Boston market. To date, 
however, the rise is orderly and mod- 
erate and simply represents a move- 
ment on the part of manufacturers to 
get back on a paying basis. Pipe 
wrenches are now 60 and 5 per cent 
discount, contrasted with 66 2/3 per 
cent heretofore; paint is 25c. per gallon 
higher; sheet zinc, 25c. per 100 Ib. 
higher; drop shot, 10c. per bag higher, 
while malleable stake irons, if pur- 
chased in quantities, can be had for 
less money and piston rings are some- 
what cheaper. Some styles of automo- 
bile bumpers are a little more expen- 
sive, while others are less so. 


Industries to Prevent Waste 


The war upon waste will be carried 
into twelve important American indus- 
tries during 1925, an announcement by 
the Department of Commerce said. 
The program adopted provides for sim- 
plification in manufacture and a very 
considerable reduction in varieties, sizes 





or models of thousands of commodities. 
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Record Demand for Holiday Lines in 
Northwest—Optimistic Outlook for 1925 


(Minneapolis office of HARDWARE AGE) 
ITH the completion of the holiday trade there 
ended one of the best fall seasons that the Twin 
City territory has experienced for several years. 
The final week of the season brought selling records in 
the cities up to new high points, although there was an 
apparent lack of interest on the part of the buying pub- 


at a low point. 


lic up to the last few days. Those few days, however, respite. 
Prices also have been laid aside for the time being, 


put the totals high up on the records. 


Very little trade has been moving in the jobbing houses 
during the past week. Practically every one of the job- 


ASH SIFTERS.—Sales have been fair, 
and prices steady. The heaviest sales 
time of the year is at hand on this 
line of goods. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2, round metallic at $4 
and wood barrel at $6 per doz. 


AXES.—Sales are running fair, with 
stocks well assorted. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit axes, 
base weights, $19. 


BALE TIES.—Demand shows a de- 
crease, with stocks ample for all calls. 
There is no change in price. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties at 70-10-2% per cent from lists. 

BATTERIES.—Sales have been ex- 
ceptionally heavy for the past few 
weeks, both for new radio and for 
replacements on older sets. Radio 
sales have run far ahead of any year 
so far, and there seems to be a steady 
call which indicates that trade in this 
line is going to hold at a high point 
all during the winter. Stocks of bat- 
teries for radio have been broken, some 
sizes and kinds being drawn on heavily. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 dry cells, 
case lots at 29 cents each; radio ‘‘B’’ 
batteries, unit package quantities, 
No. 766, each; No. 764, $1.14 
each; No. 767, $2.44 each; No. 772, 
$2.44 each; No. 770, $3.09 each; radio 
ah batteries, No. 771, 39 cents each, 
ne 


BOLTS.—Stocks are well assorted, 
with sales somewhat light. Prices have 
not changed. 


We quote from = jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent stove bolts at 75 per cent, 
ere lag screws at 60 per cent from 

sts. 


BRADS.—Sales are at a low point, 
with stocks ample to care for the d~<- 
mand. Prices have not changed. 

We quote from jobbers’ stoc’AS, 
f.o.b. Twin Cities: Wire brads in 25- 
Ib. boxes, 70-10 per cent. 

COASTER WAGONS.—Sal<s during 
the holidays were quite ‘Satisfactory, 
with good stocks from, which to draw. 
Prices have not char:ged. Spring de- 
livery will be started soon on future 
— 
irom jobbers’ stocks, 
f.o. he Sa Twin ‘Cuties: Auto wheel coaster 


fous, $5.50 each; No. 61, 
$6. ons, on & OF 0 $7.02 each; No. 63, 


$7.22 each. Overland coaster wagons, 
50 per cent from factory lists; all 
steel coaster wagons 50 per ‘cent 
from lists. 

DAMPERS.—Call is lighter than a few 
weeks ago, with prices holding steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron wood 
handle 6-in. dampers at $1.40 per doz. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are at a low 
point in this line of materials. Spring 
orders are not being shipped as yet, 
and stocks are well filled. Prices have 
not been changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., 29 ga., at 
$5.25 per 100 ft.; 3 in., 28 ga. conduc- 
tor pipe, $5 per 100 ft.: 3 in. con- 
ductor elbows, $1.55 per doz. net. 


FIELD FENCE.—Demand is slow, 
with prices holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. hog fence 
at $40.18 per 100 rods. 


FILES.—Sales have held up well all 
through the fall and early winter, with 
a fair demand at the holiday season. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent; second grade of 
files, 60-10 per cent from standard 


GALVANIZED WARE.—Stocks are 
well filled, and sales are fair. Prices 


show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
gg tubs, $6.40; No. 2, $7.15; 
No. 3, $8.40; heavy galvanized tubs, 
No. "$12: No. 2, $13.25; , $14.50; 
standard ese toe 14- pail,” 10- at. 

20; -qt., ‘ “<q 
gt. stock pails, $4.50, a- tons ‘at., $5. 26 
per doz, 

GLASS AND pr1TY.—Sales, after a 
very good =~, have been dropping 
down dur the holiday rush. Stocks 
are ix: good condition, and prices un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 83 per cent, 
and double strength glass, 85 per 
cent from list. Strictly pure putty in 
50 lb. drums, $5.05 cwt., and in 25 Ib. 
drums at $5.30 cwt. 


HAMMERS AND HATCHETS.—Sales 
of tools during the Christmas trade 
weeks were very good, there being a 
growing demand for this class of mer- 
chandise for presents. Stocks are well 
assorted, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. rtd 
$11.40 per doz.; au oh? ai 
Riverside No. al $12; 

Broad Hatchet, No , $17.15; Plumb 


bing houses are busy with their annual sales conferences. 
and, as the retailers are equally busy with inventory the 
final week of the year, buying as from dealer to jobber is 
With these incidents in the progress of 
business out of the way there will doubtless be a resump- 
tion of ordering that will more than make up for the 


but numerous changes and adjustments which have been 
deferred will be put into effect. 


shingling No. 2, $13.15: Plumb claw 
No. 2, $14.40 per doz. 


LANTERNS.—Lantern sales have been 
very good, with ample stocks on hand. 
— are unchanged. 


quote from jobbers’ stocks 
an Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13 per 
doz.; Embury lanterns No. 210, $7.75 
per "doz.: No. 240, $12.75 per doz.; 
No. 130 Midget vehicle lanterns, $17 
per doz. 


MILK CANS.—The call for milk cans 
is rather light at this season of the 
year, although the demand for them 
has been growing in this territory. 
Stocks are well filled, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad, 5 gal. 
milk cans, $2.55 each; 8 gal., $3.10 
each and 10 gal., $3.25 each, net. 


NAILS.—There is small demand for 
nails just now, owing to the lack of 
building. The continued cold weather 
has discouraged the starting of many 
residences which had been planned. 
Stocks of nails are ample for present 
requirements, and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.35 per keg, base, and 
cement coated wire nails at $2.85 
per keg, base. 

OIL HEATERS.—Sales have been very 
good all the season, and stocks have 
been, heavily. drawn on. Prices show 
no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; vanned polished 
steel, 3- -at. cad at Ata 12, oil heat- 
4-qt. capacity, No. 016, nse ae — 


PAINTS AND .WHITE Lhkyp_ white 
sales are necessarily slow fv. ;,. me. 
diate use in the paint line the prospeé, 

for excellent business for the comin, 
year are very bright. Stocks are being 
filled accordingly, with prices holding 
steady and with a tendency to advance. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $2.80 per gal; second grade 
house paints at $2.10 per gal.; and 
best white lead at "sts 30 ewt., in 
100-lb. containers, 


PYREX OVENWARE.—tThis class of 
merchandise enjoyed a very excellent 
run in sales during the holiday season. 
Stocks were drawn on heavily, with 
prices holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casseroles, 
$1.33; No. 197, $1.17; No. 203 pie 
plates, 50c.: No. 210, 67c.; No. 212 
bread pans, 60c.; No. 231 utility pans, 
67c.; No. 12 tea pots, $1.67; No. 24, 
$2, and No. 36, $2.33 each, net. 
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REGISTERS.—Sales are rather light, 
with ample stocks on hand. Prices 
a not changed. 


quote from jobbers’ stocks, 
f.o. — Twin Cities: Cast iron registers 
at 40 per cent from standard lists. 
SANDPAPER.—Sales are fair, with 
good stocks from which to draw. There 
is no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1, 
per ream, $5.85; second grade No. l, 
per ream, .25; Garnet paper No. 1, 
per ream, $16.50 


SCREWS.—Sales have been holding up 
well, and stocks are well assorted. 
Prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 75-15 per cent; round 
head blued screws, 75-5 per cent; 
flat head brass screws, 70-10 per 
cent; round head brass screws, 65-10 
per ‘cent, and machine screws, No. 
4 yo larger, 70 per cent from stand- 
ar 


SIDEWALK SCRAPERS.—Demand is 
excellent, and stocks are heavily drawn 
on. Prices are steady as quoted. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Kohler’s sidewalk 

scrapers at $4.75 per doz., net. 
SKATES.—With some merchants the 
sale of skates this year was limited 
only by the quantity of stock they were 
able to secure. Popular sizes were soon 
exhausted, and customers went else- 
where for their outfits. Prices are 
steady and strong. 


We quote from jobbers’ stocks, 

f.o.b. Twin Cities: No. 1624, 84c.; 

19; No. 524%, $1.31; 

9; No. 524%L, $1.57; 

- Nestor Johnson 

hockey, aluminum, $7.25, nickel, $8.25 
per pair, net. 


SNOW SHOVELS.—Demand has been 
excellent during the past few weeks, 
and present indications are for further 
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Stocks are 
un- 


good business in this line. 
somewhat broken, with prices 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Straight handle 
wood snow shovels at $4.85; steel 
blade, straight handle at $4.80, and 
galvanized steel blade D handle at 
$11 per doz., net. 

SOLDER.—Sales are rather light, with 
prices holding steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
se half yo ol 37c.; strictly half 

nd hal older, 35c.; Dutch Boy 

solder in 100 lb. lots, 36c. per lb. net. 


STEEL SHEETS.—While sales for im- 
mediate shipment are at a low point, 
future business is promising. Stocks 
are ample for the call, and prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.75 base (28-gage) and galva- 
nized steel sheets at $5.85 cwt. base. 

STEEL TRAPS.—Trapping is receiv- 
ing much attention this year, and sales 
of equipment good. Stocks are still 
fair, with no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Pe nae? No. 0 steel 
game traps at $1.10; No. $1.38; 
No. 1%, $2.44; No. 2, $3.36; "Oneida 


Jump game traps, o. 0, $1.59; No. 1 
$1.83; No. 1%, $2.81 per doz., net. 


STOVE BOARDS.—Call is much less 
than a few weeks ago, with stocks 
diminished. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized oz 
boards in full crate lots, 28 28, 
$16.95; 30 x 30, $19.70; 36 x 36, $27. 45 
per doz., net. 


STOVE PIPE AND ELBOWS.—Sales 
are fair, with ample stocks on hand. 


Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued 28- 
gage 6-in. stove pipe, knocked down 
at $15.40 per hundred; common iron 
corrugated 6-in. elbows at $1.35. 


January 8, 1925 


TIN PLATE.—While present sales are 
rather light, future business will be 
very good, according to indications. 
eae are holding steady as quoted. 


goats from jobbers’ stocks. 
nal “e win Cities: Furnace —— 
ICL, 20 x 28 tin plate at $14.25 
box, and IC, 20 x 28, 8-lb. coat sod 
roofing tin at $14.60 per box, net. 


WEATHER STRIP.—Sales in this line 
have been and still are good. Stocks 
are lighter, with prices holding steady. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Wood and felt 
weather strips, %-in., $1.85; %-in., 
$1.85, and l-in., $2.60 per 100 ft. 


WIRE.—Present demand is fair, with 


good stocks on hand. Prices have not 


changed. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Barbed painted 
hog wire, $3.30 per 80 rod _ spool; 
ow painted cattle wire, $3.09 per 
80 spool; galvanized hog wire, 
$3. 52 per 80 rod spool; galvanized 
cattle wire, $3.30 per 80 rod spool; 
No. 9 smooth black wire, $3.35 cwt.; 
and No. 9 smooth galvanized wire, 
$3.80 cwt. 


WRENCHES.—There was a very good 
demand for wrench sets for the holiday 
trade, and other wrenches also sold 
well, Stocks are in good condition, 
and prices steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; knife handle wrenches, 
40-10 per cent; Stillson and Trimo 
wrenches per cent. Snap-on 
wrenches in sets, Master Service No. 
101, $15.25; No. 202, $8.80; No. 404, 
_s 15; No. 605B, $3. 40, less 40 per 


ce 
No. 50 radio and electrical ett 5 5 
101 Master Service Set, 5; 
o. 202 Heavy Duty Set, $8.80 
303 Ford Master Service Set, $14. 38: 
No. 404 Flexible Socket Set, 8.75: 
No. 505B Screwdriver Blades, 3.40: 
No. 900 Set square socket, $3. 70, less 
40 per cent. 


stocks, 








Garden Hose Fixture—Simple, 


Yet Efficient 


ton Hardware & Supply Co., Dayton, Ohio, has 


» HARLES WOLLENHAUPT, head of the Day- 


designed a useful garden hose fixture by using 
a wooden reel such as was formerly supplied with 
garden hose prior to the present use of a burlap 
sack. A 1-in. board, measuring 6 by 6 in., has a 


hole in the center 1% in. in diameter. 


This hole 


acts as a pivot socket for the broom stick or curtain 
pole which goes through the center of the reel and 


into the hole in the board. 


Four common casters 


make it possible to revolve the reel about the pole 
so that the hose may be reeled up or unwound at will. 
An eyelet at the bottom of the reel gives the first 


end of the hose an anchor or base. 


Hooks along the 


top edge of the reel give support to the free end of 


the hose. 


Operation is a simple matter. 


Hold the 


hose in one hand and twirl the reel with the other 


hand. 


Putting your garden hose on a reel not only gives 
you a handy dispensing machine, but also prevents 
the hose from kinking when in stiock. Putting the 
fixture in front, as Mr. Wollenhaupt does it, will 
attract attention and help you sell more garden hose. 
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Deceniber Business Establishes Record in 
Boston— 1925 Outlook Cheerful 


(Boston office of HARDWARE AGB) 
E New England shelf hardware trade, generally 


speaking, having done 


the largest December business 


in their history, are optimistic regarding the 1925 
business outlook. Optimism it not based on past business 


conditions, however. 


Salesmen on the road have sized 


up the situation and reported to their superiors. Jobbing 
houses have been led to believe that retail stocks are 


small. 


Because of this fact, and because the financial 


standing of the average retail firm is satisfactory, job- 


bers take the stand they do. 
stances retail dealers anticipated Jan. 1 bills. 


In a large number of in- 
The whole- 


sale houses say that hardware manufacturers unquestion- 
ably will shortly find themselves in the same position as 
the steel mills, namely, sold up through the first quarter. 
Granting this true, they say that business for the second 
quarter will develop early in the first period. For that 
reason they have impressed upon their salesmen the im- 
portance of retail dealers covering their needs in advance. 

Retail dealers have done so on quite a number of items, 
particularly on farming tools and poultry supplies, screen 


doors, wire cloth, nails, etc. 


The highly successful poultry 


show held in Boston the past week materially helped the 


sale of poultry supplies. 


Mill supply jobbers are con- 


vinced they will enjoy a prosperous year and have covered 


their future requirements on most lines. 


Heavy hardware 


dealers, while optimistic, are less so than the shelf hard- 


ware and mill supply men. 


AUTOMOBILE ACCESSORIES.—Re- 
ductions in costs of piston rings are 
reported, but it is necessary to buy in 
larger quantities than heretofore. The 
discount on lots of less than ninety-six 
is 35 per cent; on ninety-six and more, 
45 per cent; and on lots of 300, 52 per 
cent. Price advances and declines on 
bumpers also are reported. 


We: quote from Boston jobbers’ 
stocks: 
Automobile Accessories.—Apco line, 


30 x 3% in., 
cord, 30 x 3 
straight side cord, 


regular, $7.45 each net; 
in., extra -~, $9.45; 


30 Y% in., 
10. ha’ -*2 x 3% in., $11. . “el x 4 in. 
3 33 x 4 


_™ x in., 

14°10" ‘or x 4 in., $14.60: 32 x 4% in., 

ie 33 x 4% in. $18.95; 34 x 4% in., 

_s ; 35 x 4% in., $19.95; 36 x 4% 

Me ae 45; be x 5 in., $24.40: 35 x 5 
25.37; 37 x 5 in., $26.25. 

Horns ao Tdi in lots of less than 
ten, 33% per cent discount; in lots of 
ten to nineteen, in one shipment, 40 
_per cent discount; in lots of 20 or 
more, in one shipment, 40 and 10 per 
cent discount. 


smaller lots cost 17 cents. All kinds 
of blacksmith supplies are in demand 
and prices for them are firm. 


hei A quote from Boston jobbers’ 
stoc 
JAnvils. ——Standard makes, 19c. per 

Axles.—Square bed, drawn bed and 
one piece, 3 in. and under, 12c. per Ib. 

Horseshoes.—American Boss, Ju- 
niata, Phoenix, United States, Cin- 
cinnati, Standard and Burden, $7.50 
per keg base. No freight allowance 
on store shipments. 

Horseshoes.—F ancy or special, side 
hen 30c. per pair. Steel shoes, 
XL XXL, $9.25 per keg; toe 
$7. 15; side wear, . 
calked, $9.25; extra light 
$10.25; iron countersunk, $8.25; steel 
countersunk, $10; tips $9, 25; xx and 
light driving. $9.25; XXX and feath- 
a $9.25; mule, $8. 

Maltleables. — Plain, except stake 
wae Soe. per lb.; stake irons, 17c.; 
threaded malleables, 30c. to 38c. Dis- 
count, lc. on 

Nails.—Horseshoe, Crown, No. 6, 
5.75 per box; No. 6, $5.25; No. 7, 
5; No. 8, $4.75; Nos. 9, 10 and 11, 
to 50, Leader, No. 5, '35 vee box; 

6, $4.85; No. , $4. 60; No. 8, $4. 
Nos. 9, 10 ‘and i, $4. 25. *. dditional 
charge of lca pound is made for lots 
of less than 25 Ib. 

Rasps.—Heller, 70 and 10 per cent 
discount; Superior, etc., 75 per cent 
discount: Stokes, 75 per cent dis- 
count, 

Springs.—Common wagon and car- 
riage springs, 12c. per lb. base. A 
= of lic. allowed the retail 


Toe Calks.—Dull, $2.15 per box: 
sharp, om aes blunt ‘heel, $2.25; sharp 
heel, $2. 

BOLTS AND NUTS.—Jobbers are well 
covered on bolts and nuts for first quar- 
ter requirements, prices for which will 
be slightly higher than they were dur- 
ing the closing months of 1924. Re- 
tailers’ and large users’ stocks are re- 
ported as small. 


We quote from Boston jobbers’ 


a § 


Steering wheel puller, $2.25 each, net: 
connecting rod wrench, 38c.; rear 
wheel puller, $2.25; horn ‘button, 57c.; 


rear wheel brake, $9.38; glass oil 
gage, 30c.; ratchet wrench, $2.25; 
windshield wiper, $3.75; crankcase 


arm, 48c., and battery charger, $13.50. 
Springs. —Vulcan line all makes, 35 
per cent discount; Ford sizes, 7-leaf 


front, No. i $1.25 net; 9-leaf 
front, No. 2004, $2: 9-leaf rear, No. 
2009, 25 


Pressure Gages. — Balloon tire, in 
lots of less than ten, $1.13 each; in 
packages of ten, $1.08 each. 

Olls and Greases. —Mobiloil, cylin- 
der, A, BE, and Arctic, one-gal., 1.25 
per gal.; 5 llons, $1.08% per gal.; 
30 gallons, $1 per gal.; 55 gal ons, 
95c. per gal; Cylinder B, 1-gallon, 
$1.30; 5 gallons, $1.13% per gal.; 30 
gallons, $1.05 per gal. Transmission 
oil, C, $1.05 per gal. hol pga 
grease, CC, 5-pound lots, 20%c. per 
lb.; lubricant grease, in 5-pound lots, 
$11. 50 per case of 12; in 1- pound 
packages, $10 per case of 48. Dis- 
count 25 per cent. 

Boyce-ite.—Consumers’ packs, three 
4-o0z. cans, $1 list; %4-gal. cans, $3.50; 
l-gal. cans, $6. Consumers’ packs 
come 10 in crate; %-gal. cans, 10 to 
crate; 1-gal. cans, 5 to crate. On full 
packages there is a discount of 40 
per cent; -, less than full packages 
33% per cen 


Fires. —Harifo rd line, cord, non- 
skid clincher, 30 = 3 in., regular, 
$8 each net; 30 extra, 
$10.45; straight, 30 x 3 in., $10.45; 


31 x 4 in., $13. ot 32 x 3% in., $12; 

32 x 4 in., $14. 38 x 4 in., $15.05; 

34 x 4% in., $20. Oe: 35 x 5 in., $25.70 
Tires. —Hartford line, clincher cord, 


AXES.—Jobbers are taking orders on 
axes and guaranteeing prices on any- 
thing shipped up to the time new sea- 
son lists are issued by manufacturers. 
We quote from Boston jobbers’ 


stocks: 
Axes.—Single bit, $14.50 per doz. 
an- 


base; double bit, $19.50. With h 
dies, single bit, $18.75 per doz. 
BICYCLES.—Advance orders on bi- 
cycles and boycycles are reported by 
jobbers. Prices are lower as compared 

with a year ago. 


Bi quote from Boston jobbers’ 
stoc 

Bicycles. —Men’s, 20-in., $28.50 each 
net; 22-in., $28.50; arched bar, $29.50; 
motor bike type with double bar, $31. 
—- 20-in., $30.50. Girl’s, 17-in. 


Boycycles.—No. 1, $9 each net; No. 
2, $10; No. 3, 913; No. 4, $15. 
BINS.—Encouraging sales of bins to 
be used in connection with bolts, nuts, 
screws, washers, ignition and small im- 
plement parts, are reported by jobbers. 
We quote from Boston jobbers’ 


stocks: 
Bins.—Add-A-Bins, Nos. 6 and §&8, 
Nos. 10 and 14, $4. 


$3.75 each net; 

BLACKSMITH SUPPLIES.—Malle- 
able stake irons if purchased in lots of 
100 lb. or more of one size are obtain- 


able at 14 cents per Ilb., whereas 


stocks: 
Bolts. — Machine, square head, 
H. P. nuts, 40 and 5 per cent dis- 


count; square head, C and T square: 


nuts, 35 per cent discount; bolt ends 
40 per cian discount; tap bolts, list 
plus 20; common carriage bolts, 
and 10 per cent discount. 

Nuts.—H. P., square and hexagon 
and C.P. C. & T., square and hexa- 
gon, less ic. per Ilb.; others, list. 
Semi-finished hexagon nuts, *-in. 
and smaller, 60¢-and 10 per cent dis- 
count; larger, 50 and 10 per cent 
discount; finished case hardened nuts, 
50 per cent discount. 


bie B quote from Boston jobbers’ 
stoc 

Kiddie es —Special, two in car- 
ton, No. 101, $2.25 each list; No. 102, 
$3: No. 103, $3.75; No. 104, $4. 50; No. 
105, $5. 

Kiddie Koasters.—One to carton, 
No. “—~ $10.50 each list; No. 606, 
$11. 


Kidde Karts.—Special, No. 201, $3 
each list; No. 202, $4; No. 203, $5; 
No. 204, $6: No. 205, vie 

Pedal Kars.—T arton, 

124, $4.50 each list: Non 125, $5. ‘34 No. 
154, $5.75; No. 155, $6.75. 

Kiddie Skooters.—Two in carton, 
No. 801, $4 each; No. 802, $5; No. 
802B, 

Discount—33% per cent. 


CARTS AND WAGONS.—Retailers 
within the next month will place orders 
for carts and wagons for spring de- 
livery. Jobbers report a big holiday 
trade in these goods, especially in the 
Kiddie Scooter, which retails for $5. 


SCR am me we) _—- 
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CHAIN.—Little business in tire chains 
for local consumption is noted, but 
people outside Boston are buying free- 
ly, due to snow and ice on streets. 
from Boston jobbers’ 
stocks: 


Tire Chains—McKay and Weed 
makes, 1 to 11 sets, 30 per cent dis- 
count; 12 to 49 sets, 35 per cent dis- 
count; 50 sets and more, 40 per cent 
discount. 

Machine Chains. — Twist, length, 
fe-in., 15c. per Ilb.; %-in., 13c. per 
lb.; 7,-in. 21%c. per Ib.; long or open 
length link chains, },-in., 16%c. per 
Ib.; % -in., 15c. per Ib.; 9/32-in., 14c. 
per lb. ; , -in., 12%c. per lb.; %-in., 
llc. per Ib. 

Proof Coil Self-Colored Chain.— 
~-in., $14.65 per 100 _ Ib.; 
12.85; -in., $ 
ye-in., $9.45; 14-in., . 
%-in., $9.40; %-in., $9.10; 1-in., 

For less than 100 lb. about 2c. per 
lb. additional is charged. 


We quote 


Cable.—¥,-in., $14 per 100 lb. net; 
Y%-in., $12.25; -in., $12.75; . 
$9; %-in., $8.55; 5-in. 


at Ye~in., 
CUTTING TOOLS.—Quite a few of 
the jobbers have accumulated back 
orders on drills rather than stock up 
prior to inventory time. Retail deal- 
ers and machine shops therefore may 
experience some difficulty in getting 
what is required at the moment. 


pol I quote from Boston jobbers’ 
stoc 

Drills. —Carbon sizes up to 1%-in., 
tapered, and straight shank, 50 and 
10 per cent discount; bit stock drills, 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high speed drills, straight 
shank, 3-64 to 5-32 in., 65 and 5 per 
cent discount; 11-64 to 7-32 in., 50 
and 10 per cent discount: 15-64 to % 
in., 40 and 10 per cent; taper, sizes 
up to 1% in., inclusive, 40 and 10 per 
cent discount: 1 33-64 in. and larger, 
40 per cent; letter and number sizes, 
40 and 10 per cent; electricians’ drills, 
10 per cent discount. 

Reamers.—Bit stock, 20 per cent 
discount; bright square and T. S. 
standard makes, per cent dis- 
count; checking, 25 per cent discount; 
tapered pins, 40 per cent discount: 
escutcheon pins, 45 per cent dis- 
count; small fluted rose and socket 
reamers, 20 per cent discount. 


DOOR SPRINGS.—Orders for door 
springs are beginning to filter in, say 
jobbers. 


We quote from Boston 
stocks 

Soon Springs.—No. 11, 45c. 
net; No. 12, 50c.; No. 13, 
14, 60c.; No. 15, 67c. 


DRYERS.—Indications are a_ good 
business in dryers for spring delivery 
will be executed, because retail stocks 
are down to narrow limits, according 
to jobbers’ reports. 


jobbers’ 


per doz. 


55c.; No. 


We quote from Boston jobbers’ 
stocks: 
Clothes Dryers.—Four line, $6.50 


each net; five line, $7.25. 
GUNS AND AMMUNITION.—An- 
other advance of 10 cents per bag in 
drop shot has been made by the jobbing 
trade, making a total rise of 20 cents. 
within a month. Buoyant pig lead 
prices is the answer. 


We quote from Boston jobbers’ 
stocks: 

Ammunition. — Loaded shells, 25 
and 1 per cent discount; rim fire car- 
tridges, 25 per cent discount; center 
fire cartridges, 18 per cent discount. 

Drop Shot.—Smaller than B, $3.10 
per bag; B and larger, $3.35 per bag. 
Air Rifle, Boy Scout, shot, $4: 85 per 
case. 

Guns.—Steven air rifles, No. 12%, 
$4.05 each net; No. 26, $4.95; No. i 
$6.12; No. 17, $7.50; No. 27, $8; 

70, $12. 45. Shot guns, No. 107, $8. 85: 
No. 115, $10.50; No. 215, $18: No. 235, 
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$20.75; No. 315, $21; No. 330, $21.85; 
No. 335, $24.30. Savage, bolt action, 
single shot, No. 04, $6; repeating 
shot gun, No. 21A, $41.75. Baker 
Batavia leader, double barrel, $32; 
black beauty, double barrel, $50. 

model D, 


Page & Lewis, 22 action, 
$3.75. 


ICE CREEPERS.—Ice creepers are 
going well to the retail trade outside 
Boston. Sales so far this season are 
well ahead of those for a year ago. 


We quote from Boston jobbers’ 
stocks: 

ice Creepers.—Never Slip, 
and ladies’, 


men’s 
$2.44 per doz. pair net; 
O. K., No. 0, $2.35; Kennebec, Nos. 0, 
1 and 2, $3.36; Lumbermen’s, 
and medium, $3.04: Newark, $3.75; 
Union, with strap, $1. 60; Eagle, $1.38. 


KNIFE SHARPENERS.—Quite an ac- 
tive demand for knife sharpeners has 
developed, especially for the Dazey 
Sharpit, which retails for $1.50. On 
that particular kind, jobbers quote $12 
per dozen net. 

LATCHES.—Jobbers say a large num- 
ber of retail dealers have signified in- 
tentions of buying latches in fairly 
large amounts within the next month 
or two, to be delivered in the spring. 


we quote from Boston jobbers’ 
stocks: 

Latches.—Rim night, Yale & Towne 
line, No. 26, 67c. each, list; No. 29X, 
$1; No. 33, 
042, $2.08; 
$2. 08: No. 44, $3. 75. 
5 per cent. 

Mortised Night Latches. — No. 66, 
$6.25 each, list; discount 20 and 5 per 
cent. 

Rim Lock.—No. 2, $2.50 each, 
discount, 20 and 5 per cent. 


NAILS.—A sizable backlog of orders 
for all kinds of nails is reported by 
jobbers. Sentiment in hardware circles 
is that nail prices are more likely to 
be higher than lower during the first 
half of 1925. 


Discount, 20 and 


list; 


We quote from Boston jobbers’ 
stocks: 
Nails.—Wire, $3.90 per keg, base, 


from store; from mill in less than 
carload lots, $3.15 per keg, base, and 
in carload lots, $2.90 per keg base, 
f.o.b. Pittsburgh. Galvanized wire 
nails, 1-in, and longer, add $2.50 per 
keg; shorter than l-in., $2.75; cut 
nails from store, Western, $5.25 per 
keg base; hardened _ steel, direct 
shipments from mill, car lots, $3.70, 
less than car lots, $3.85, f.o.b. Pitts- 
burgh; Tremont, in less than car 
lots, $3.95 hardened _ steel, $7.70 
f.o.b. Wareham, Mass.; galvanized 
" pennyweight and smaller, $6. ¥ 
f.o.b. factory base; larger, 

from store, 4-pennyweight on 
smaller, $6.80 base; larger, $7.55: ce- 
ment coated nails from mill, in less 
than carloads, $4.70 per keg base. 


PAINTS.—Effective Jan. 1, all popular 
lines of paints advanced 25 cents per 
gallon, as was indicated early in 
December. Jobbers say the advance 
is warranted in view of the narrow 
margin of manufacturers’ profit. 


RUBBISH BURNERS.—With the tre- 
mendous losses by fire in New England 
this winter it is certain that regulations 
governing yard fires will be stricter 
than ever this year. Rubbish burners 
ought to sell well. 


We quote from Boston jobbers’ 


stocks: 
Rubbish Burners.—Cyclone, No. 2, 
$2.40 each net. 
SCREEN DOOR GUARDS.—Along 


with forward buying of screen doors 
has developed a good demand for 
screen door guards. They retail at 75 
cents per set of three. 

from Boston jobbers’ 


We quote 
stocks: 
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Screen Door Guards.—Donley line, 
26, 28, 30 and 32-in., 45c. per set of 
three, net. 


SCREWS.—The new year opens well 
in so far as the movement of screws 
is concerned. Buying embraces wood 
as well as machine stock. 


We quote from Boston jobbers’ 
stocks: 

Wood Screws.—Flat head, bright, 
721%, per cent discount; flathead, 
blued, 72% and 5 per cent discount; 
round head, blued, 70 per cent dis- 
count; flat head, brass, 70 per cent 
discount; round head, brass, 67% 
per cent discount; flat head, galvan- 
ized, 57% per cent discount; flat 
head, nickel, 60 per cent discount; 
round head, nickel, 60 per cent dis- 


count. 

Machine Screws, Etc. — Machine 
screws, flat and round, hex., Nos. 1, 
2 and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. 2 
40 per cent discount; 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
45 per cent discount; fillister brass, 
Nos. 2, 3, 4 and larger, 35 per cent 
discount; coach screws, 45 per cent 
discount; set screws, including head- 
less, 70 and 10 per cent discount; cap 
screws, square and hexagon, 70 and 
10 per cent discount; lag screws, 40 
per cent discount. 


SHEET ZINC.—Sheet zinc has ad- 
vanced 25 cents per 100 lb. New 
prices follow: 


We quote from Boston jobbers’ 

stocks: 

Sheet Zinc.—In 300-lb. casks, $12.50 

per 100 lb.; in 200-lb. casks, $12.75; 

in 100-lb. casks, $13; in less than 100- 

lb. casks, $13.50. 
SHIELDS.—Indications are for a good 
business in shields during the next 
month or two, according to jobbers, 
who maintain retail and shop stocks 
are smaller than they have been in 
years. 


We quote from Boston jobbers’ 
stocks: Lag screws expansion shields 
in full kegs, 75 and 5 per cent dis- 


count; in broken packages, 70 per 
cent. Machine bolts expansion 
shields, in full kegs, 60 per cent dis- 
count; in broken packages, per 


cent discount. Lead screw anchors, 
75 per cent discount for full kegs; 
in broken packages, 70 per cent dis- 
count. 


WOODWORK.—Shafts, rims, bows, 
cross bars, etc., are selling better than 
they have before this winter, say job- 
bers. 


We quote from Boston jobbers’ 


stocks: 

W oodwork.—Gillette’s line, full bun- 
dles to Maine, New Hampshire, 
Massachusetts and Rhode Island 
hardware dealers, 45 per cent dis- 
count. Mill shipments, 40 per cent 
discount. 


WRENCHES.—Stillson, Walworth and 
Trimo pipe wrenches and parts are 
now quoted 60 and 5 per cent discount 
by the jobbing trade, contrasted with 
66 2/3 per cent, heretofore. 


We quote from Boston jobbers’ 
stocks: 

Key Model.—Coes, 28-in., $18 each; 
36-in., $38; 48-in., $84. Discount of 
40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches. — Stillson, Trimo, 
Walworth and Pexto, 60 and 5 per 
cent off list. 


We quote f.o.b. factories: 


Snap-on ee see 50, Radio 
and Electrical Set, $4; 101, Mas- 
ter Service Set, ib aoe No. 202, 
Heavy Duty Set, $8.80; No. 404, 


flexible Socket Set, $8.75; No. 505B. 
Screw Driver’ Blades, ‘$3. 40. All 
Snap-on Wrenches —_ 40 per cent 
f.o.b. Boston. No. set, equare 
socket, $3.70; No. 303, orord Master 
Service Set, $14.85. 
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Snow in New York Helps 
Sales on Sleds—Snow 


(,oods—Stove Goods 


Stormy weather in the metropolitan area has given 
stimulus to snow goods, sidewalk scrapers, sleds, stove 
pipe and weatherstrip. Otherwise buying is very light, 
due to the fact that the trade is taking inventory and 
salesmen are off the road attending sales conventions. 

The demand for spring goods on future delivery has 
been resumed, but is not as heavy as the volume taken 


daily during December. 


It is believed that January 


will be a very good hardware month. Radio sales are 


expected to be heavy. 


The fill-in demand on general 


hardware is expected to be very brisk, in view of the 

average low stock as found by inventory, and futures 

will also be heavy, in the opinion of local authorities. 
There is a strong upward tendency noted in all new 


prices on hardware. 


At press time jobbers are revising 


price books preparatory to the announcement of new 


prices on certain lines. 
able next week. 


More specific data will be avail- 


Collections generally are satisfactory. 





Bulbs Reduced 10 Per Cent 


Manufacturers of electric light bulbs 
announce a reduction in C lamps 100 
to 1000 watts, the reduction being ap- 
proximately 10 per cent. The Hy- 
grade Lamp Co., Salem, Mass., has 
issued a new price list, effective Jan. 1. 
The General Electric Co., Schenectady, 
N. Y., has issued a new list, effective 
the same date. Both lists are available 
to the trade. 


Disston Discount Sheet 


Metropolitan jobbers announce a new 
Disston discount sheet, dated Jan. 1, 
1925. Filing guides, No. 10 coping 
saws, orchard pruning hooks and 
kitchen saws are said to have declined 
10 per cent. Other items are practically 
unchanged. 


Sheet Market Firm 


Copper sheets are firm. Zinc sheets 
are slightly higher. Galvanized sheets 
are expected to advance within 10 days. 
The advance is expected to be approxi- 
mately 15c. Stocks are fair and the de- 
mand moderate. 


Prices to retailers, f.0.b. New York: 
eee sheets, 28 gage, ‘$5.60 


to 
21% c. 


cla sheets, 
base. 

Less 25 per cent discount on extras. 
Zine sheets, cask lot, base 12c. 


in «case lots, 


Pruning Shear Prices 


Metropolitan jobbers announce prun- 
ing shear prices for 1925. We present 
herewith what we believe to be repre- 
sentative quotations on lines available 
in the New York market. 


Jobbers’ quotations to 
f.o.b. New York: 


PRUNING SHEARS 


S. Smith No. 0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 
$8 doz.; No. 30 Volute spring 9 in., 
$8.35 doz.: No. 40 Volute spring, 9 in., 


retailers, 


sections. 
fairly good. 
prices firm. 





N. P., $14.70 per doz.; No. 130 Volute 
spring, ratchet nut, $9. 70 per doz.; No. 
140 Volute spring, 9 in., N. P.. ratchet 
nut, $16.35 per os; : No. 4770 Volute 
spring, 6 in., N. P. $12.70 per doz. 
Disston’s xtra Quality.—No. 150 


Volute spring, full pol.. 814 ‘in., 
$24.75 per doz.; No. 250 Volute spring, 
half pol., 8% in., $21.50 per doz. ; No. 


152 Hinge spring, full pol., 8% in., 
$24.75 per doz.; No. 262 Hinge, half 
pol., 8% in., $21. 50 per doz.; No. 153 
Leaf spring. full pol., 8 in., $24 doz.; 
No. 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 


Disston Pruning Shears.—No. 1, 
Heavy, 27% “. a * hes No. 2 Med., 
27% in., Heavy. two 


eurved jaws, ols — 
SL Of oe 9 in., pol. 
$1.65 

Sanéard Tree 
$1.30; 8-ft., $1.40; 
$1.70 each. 

Disston’s Extra Quality Tree Pru- 
ners.—6-ft., $2.80; 8-ft.. $3.05; 10-ft., 
$3.35; 12-ft., $3.50 each. 

Little Giant Pruning Hooks and 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16 
94c. each: 4 x 16, $1.19 each: 5 x 16, 
$1.25 each; 7 x 16, $1.43 each; 40 x 16 
Sic. each. 

Pruning knives, 62c. each. 


Solder Advanced Again 


39. 47 pr.: No. 5, 
’ blades, 31, in., 


Pruners. — 6-ft., 
10-ft., $1.55; 12-ft., 


—_ 
. 


Solder has advanced slightly, due to 
a rising lead market. There is a strong 
demand for prepared solder among 
radio fans. 


Stocks are satisfactory. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Bar solder (half and half), 42%c. 
per lb.; strip solder, 48c. per Ib.; 
Kester solder, acid or rosin core, 68c. 
per Ib. 


Lantern Sales Fair 


Stormy weather has helped the re- 
tail sale of lanterns in the suburban 
Wholesale demand has been 
Stocks are ample and 


Jobbers’ quotations to retailers, 
f.o.b. New York: 
Lanterns, Hy Lo, $7. 50 per doz.; 


Monarch, $8 per doz.; - Blizzard No. 
2. $13 per doz.; Little Wizard, $8.50 
per doz.: De Lite No. 2, $13 per doz.; 
Buck Eye Dash, $14 per doz. 
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Demand After Inventory Will 
Be Brisk on Screws, 


Bolts, Nuts 


There is a rumor in the New York 
market relative to possible advances on 
screws, bolts and nuts. Such advances, 
however, may really materialize as up- 
ward adjustments, it being generally 
believed by some that current prices 
are inconsistent throughout the lines. 

Due to the fact that this is inventory 
time, these staple items are selling 
light. It is believed that there will be 
a heavy demand throughout the latter 
half of January. 


SCREWS 
Jobbers’ quotations to. retailers, 
f.o.b. New York: 


Wood screws, iron bright, flat head, 
72%, 25 and 5 per cent. 

Same, iron blued, round head, 70, 
25 and 5 per cent 

Same, brass, flat head, 70, 25 and 
5 per cent, 

Same, brass, round 2 oval head, 
67%, 25 and 5 per ce 

Hot ee flat —_ 57%, 25 
and 5 per ce 

Nickel Breen flat head, 60, 25 and 
5 per cent. 

Full packages are extra 5 per cent. 


BOLTS AND NUTS 


Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Bolts. — Common carriage bolts, 
small sizes, 35-10 per cent; large 
sizes, 35 per cent. 

Machine bolts, all sizes, 40 and 10 
per cent. 


Lag screws, 45 to 50 per cent. 

Stove bolts, 75 to 75 and 10 per 
cent; both flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 33% per cent. 

Screw anchors, 75-10 per cent. 

Lag screw shields, 80 per cent. 

Machine bolt shields, 65 per cent. 

Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 

Copper rivets and burrs, 33% and 


» per cent, 
Round head iron rivets, 60-5 per 
cent; tinners’ rivets, black and tin, 


60 and 5 per cent. 
Cap screws, 80-10 per cent. 


Storm and Cold Weather 


Stimulus to Stove Goods 


Colder weather with some storms has 
influenced better sales in the various 
items which may be classed as stove 
goods. *Prices are firm. While stocks 
are not heavy, no shortage is contem- 


plated, in spite of the increased de- 
mand. 

Jobbers’ quotations to retailers, 
f.o.b. New York: 

Dampers, 4%-in., 10c. each; 5-in., 
10e. each; 5%-in’, lle. each; 6-in., 
i12c, each; 7T-in., 18c. each. 

Stove pipe elbows, 4%-in., 13e. 
each; 5-in., 14c, each; 5%-in., 16%c. 
each; 6-in.. 18c. each. 

Stove lifters, 1-in., 6c. each; 2-in., 
Time. each. 

Stove pipe collars, 4-in., 3c. each; 


1%4-in., 4c. each; 5-in., 4c, each: 


5\%-in., 5¢e. each; 6-in., bigc. each. 
Stove boards, 24 x 24, $7.90 per 
doz.; 26 x 26, $8.55 per doz.; 28 x 28, 


$9.60 per doz.; 30 x 30, $11.40 per doz.; 
32 x 32, $13.45 per doz.; 35 x 35, $16.75 
per doz.; 30 x 36, $15. 40 per doz.; 40 
x 42, $19.05 per doz. 

Ash sifters, rotary type. 92.10 each. 

Moore’s handy truck. $2.25 each. 

Flue stops, 6%c. each. 

Coal hods, galvanized, plain body, 
open round bottom, 17-in., 52c. each. 

Pokers, %4 x 20 straight, 6%c. each; 
% x 20 bent, 6%c. each: Neverbreak, 
19%ec. each. 

Pokers, furnace type, heavy wrought 
long, 72c, each: 4 ft. long, 
and 5 ft. long, $1.10 each. 


iron, 3 ft. 
SOc. each, 


Flue scrapers, black iron. 30 in. 
long, 4¥4%c. each. 

Fire shovels, japanned, 4% x 15. 
7e. each; 5 x , 8c. each. Never- 


break brand, 39c. each. 
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Large Rope Buyers Bought 
Before Advance 


Confident that a rope advance would 
be made, effective Jan. 1, many large 
buyers placed heavy orders the last 
few days of December, and are to be 
covered against the advance. Stormy 
weather has given a decided improve- 
ment to the shipping rope trade, which 
for many months has been running 
light. Current prices are expected to 
hold until March 1, when another ad- 
vance is possible. Stocks are fair. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Rope, No. 1, Manila standard 
brands, 25c. per Ib., No. Manila 


standard brands, 23c. per lb.; No. 1, 
sisal standard brands, 19c. per Ib.; 
o> 2 sisal standard brands, 18c, per 
Twine, 3-ply oP ae cwine, No. 
1, 23c. per Ib.; No a ‘4 - Ib. 

= hemp twine, 
BB twine, fine Pn 9 doles: 

ib fine light, 24c. per Ib. 


per 
per 


Radio Battery Sales 
Very Active 


There is a good general demand for 
radio batteries. Stormy weather has 
kept people indoors, and the sale of 
radio sets as Christmas gifts has 
opened an additional market outlet for 
batteries, etc. Stocks are satisfactory, 
and prices unchanged. 

Jobbers’ quotations to 


f.0.b. New York: 
ag gy No. 6, dry cells, ignition 
vee Ne o 29c. "each. 
dio wpe batteries, unit package 
quantities, No. 766, ; 
764, $1.14 each; No. 767, 
No. 772, $2.44 each; No. 770, $3. 09 


each. 
*eRadio “C”’ batteries, No. 771, 39c. 
each. 


retailers, 


Nail Prices Firm 


Nail prices are firm, with the de- 
mand moderate. Stocks are satisfac- 
tory, though it is believed that a fill-in 
demand will follow inventory. Opinion 
is divided on the possibility of another 
advance during January. 

Jobbers’ quotations to 


f.o.b. New Yo 
$3.60 base pe1 


_ retailers, 
Nalls.—Wire nails, 


. = nails, $4.15 base per keg. 

Wire nails and brads in small lots, 
70-10 per cent off list, in 1-lb. papers. 

Roofing nails, 1 x 11, plain, $5 to 
$5.15 per 100 Ib.; galvanized, $8.05 to 
$8.25 per 100 Ib. 


American felt roofing nails, % x» 
10%, plain, $6.50 per case. Galva- 
nized, $10.25 per keg. 

Spring Goods Prices 


As soon as inventories are completed 
it is expected that a strong buying on 
~ sin 4 goods will be resumed in the 

ew York market. The trade at large 
anticipates a heavy spring sales _vol- 
ume, and is preparing to accept deliv- 
ery on spring goods early in March. 


Jobbers’ prices to retailers f.o.b. 


New York: 
LAWN MOWERS 
Three-blade, plain bearings, 8-in., 
wheel, 12 in., $4.85; 14 in., $6. 18: 16 


in., $5. 50, and 18 in., $5.80 ea 

Same, with ball "soaiean ~. in., 
zs. ne 14 in., $7; 16 in., $7.36, and 18 

eac 

9 ae «7 in. wheel, ball bear- 
ing, 12 in., $8.25; se me $8.55; 16 in., 
$8.85, and 18 in., $9.25 each 

Same, with 10%4- “4 wheel, 14 in., 
$9.50: 16 in., $10; 18 in., $10.50; 20 in.. 
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$11.15 each. 

Five-blade, 10%-in. wheel, 
bearing, * — $12; 18 in., ee MO: 
20 in., $13.3 ach. 

Same, with’ 10-in. wheel, in., 
$15.35; 18 in., $16, and 20 in., 6618 
each. 

SPRAYERS 


, Saiee. 4 gal., $4.88 each; brass, 

4 gal., $7.50 each; bucket pump type, 
$2.75 each. Tin, % pint, 23c. each. 
Tin, 1 at.. 3le. each; brass, 1 qat., 
$1.15 each; > re 1 qt., continu- 
ous, 88c. ‘each. 


HEDGE SHEARS 


Disston, plain, 8 in. he $1.65, and 9 in., 
$1.78 per pair; 10 $1 90 tng pair. 

Disston, notch, 8. in., $1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 


BORDER SHEARS 


Without wheel, $2.95 each; with 
wheel, $3.50 each. 

Lawn shear, with two wheels, $3.50 
each. 


LAWN ROLLERS 


nha -— waterweight type, No. 2, 
407 $10.70; No. 7, $915.35; No. 5, 
$13. 35; No. 9, $17.35 each. 


New Prices! 





Watch for them in this market 


section next week. 


AUQUDAANNNONONALASEOONNEAU EATON LNAGT AN AAOTOUEN ENMU RA UETN NAAT 








Food Choppers Selling 


Food choppers are fairly active at 
firm prices. Stocks appear adequate. 
The trade enjoyed a good holiday de- 
mand. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 
Universal | choppers, No. . 


$1.25 each; No. 1, $1.52 each: No. 
+ once No. 3 "$2. 37 each; No. 303 
ea 
* alam on see choppers, No. 1, $1.50 
each; ir. , $1.85 each, and No. 3, 


$2.35 eac 
ney food chopper, No. 1, $1.15 


Shot Sales Consistent 


_The demand for air rifle shot is con- 
sistent, though not heavy. Stocks are 
ample and prices unchanged. 

Jobbers’ quotations to retailers, 
f.o.b. New York: 

Air rifle shot (BB) in 5 Ib. bags, 
aoe. per bag; in 25 lb. bags, $3.75 per 
ag. 


Game Traps Moving 


Snow in the metropolitan area has 
not affected sales on game traps. The 
school holidays were profitable on this 
item. January trade should be fairly 
heavy. Jobbers report this a very ac- 
tive line at present. Prices are steady 
and stocks satisfactory. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Game traps, Victor, with chain, 
No. 0, $1.10 per doz.; No. 1, $1. 38 per 
doz.; No. 1%, $2.44 per doz.: No. 
$3. 36 per doz.; No. 3, $ 549° ‘per doz. 

Jump traps, —? oeith ehain, 
No. 0, $1. . r doz.; No. 1, $1.83 per 
doz.; No. ‘ . ~ r doz.; No. 2, 
$4.39 per i. $6.10 per doz. 
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Snow in New York 
Helps Sled Sales 


At press time the metropolitan area 
had a fairly good covering of snow, 
which is beginning to stimulate the 
sale of sleds and snow shoes. Traffic 
conditions are such that local deliveries 
may be hampered, which may cause a 
certain amount of embarrassment and 
loss to dealers who have not sufficient 
stocks on hand. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 


SLEDS 


Flexible, flyers, No. 1, $2.67 each; 
No. 2, $3.33 each; No. 3, $4.17 each; 
No. 4, $4.67 each; No. 5, $6.17 each; 
Junior racer, $3.67 each; racer, $4.50 


each. 

Fire Fly, No. 9, $1.42 each, No. 10, 
$1.71 each; No. 11, $2.14 each; No. 12, 
$2.34 each: racer, $2.51 each 


Sled backs, 75c. each. 
SNOW GOODS 


Snow shovels, long handle, steel, 
$4.50 per doz.; D handle, $5 per doz.; 
Ames, $9.35 per doz.; boys’ snow 
shovels, $2.28 per doz.; galvanized, 


$12.65 per doz. 
18-in., $11.40 per 


Snow pushers, 

doz.; snow ovushers, large type, 31 
x 12 in. blade, $2.75 each; 24-in., $16 
per doz. 

Snow pushers, curved, steel blade, 
12 x 18 in., $11.40 per doz.; 12 x 24-in., 
$16 to $19.20 per doz. 

Snow pushers, asphalt type, heavy 
steel blade. 31 x 12 Iin., 5-ft. handle, 


~*~? cleaners, No. 24, $4 per 
doz.; No. $5.9 er doz.; No. 27, 
$8 per ae. ° hen hy 9.50 per "doz. 


ICE CREEPERS 


Newark ice creepers, $3.70 per doz. 
pair; Union ice creepers, $1.80 per 
doz. pair, and gle ice creepers. 
$1.50 per doz. pair. 


Drain Pipe Cleaner 


A fair demand is reported for drain 
pipe cleaner at firm prices. Stocks are 
satisfactory. 


Jobbers’ prices to retailers f.o.b. 
New York: 

Economy Plumber. drain pipe 
cleaner, in 1 lb. net cans, in lots of 
3 doz., $2.75 per doz.; in lots of 6 doz., 
$2.70 ‘per doz.; and in 12 doz. lots, 
$2.60 per doz. 

Same, in 2 Ib. net weight cans, in 
lots of "2 doz. .- $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per do Zz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 

oe boiler liquid, in 1 qt. can, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


Replacements Good on 
Cotton Gloves 


Jobbers are receiving good replace- 
ment orders on cotton gloves. rices 
are firm at the present time, but should 
there be any marked increases in cot- 
ton the price might advance, say New 
York wholesalers. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 


Cotton gloves, white canvas, $1.68 
per doz.; Jersey gloves, brown, $2.50 
per doz.; leather palm gloves, $4 per 
doz. 
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Some Price Advances Expected in Chicago— 
Holidays and Inventories Retard Week’s Trade 


(Chicago office of HARDWARE AGB) 
HERE seems to be a little lull in buying, due un- 
doubtedly to the fact that most retailers are in the 
midst of their inventory but the let-up seems to 
be almost entirely in the orders for seasonable merchan- 
dise with no visible slackening in the future orders for 
Prices, however, are very firm with a de- 
cided upward tendency—some advances are recorded this 
week, while many additional raises are predicted for early 


spring goods. 


in the new year. 


While dealers in other lines of merchandising are some- 
what pessimistic as to the total volume of holiday business 
just past, reports from both jobbers and retailers would 
tend to show that hardware stores enjoyed remarkably 
Every passing year sees a big- 
ger effort being made by the hardware retailers them- 
selves to get a share of the holiday business, and this 
year was, generally speaking, a climax to their efforts. 


good sales of gift goods. 


AUTOMOBILE ACCESSORIES.—As 
is only natural at this season, sales 


are dropping eff somewhat. Prices, 
however, are unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 

Spark Plugs:—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; Cham- 
pion "Blue Box line, 53c. each: ie te 
ia 58c. each; lots of 100, 56c.; 

Cc. Special Ford, 44c. eac 

— Lights. — Anderson, ONO. 3280, 
$6.50 each; Stewart, $5.67 each 

ieee — ee Electric (Ford), $4 


each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Ajax, 
No. 6, 90c. go 8 National Standard, 
No. 21, $1.20 eac 

Pumps. -—Rose, i - in. cylinder, $1.55 
eac 

Chains.—Non-skid, dozen pair lots, 
33%, per cent discount; 50 pair lots, 
40 per cent discount 

Tires and Tubes.—30 x 3% over- 
size cord ot a $10.45 each; regular 


om $8, each; gray inner tubes, 30 
$1. 20 penn red inner tubes, 
30 : ip, $1.50 each 
AXES.—Prices unchanged. Sales 
volume considered good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-lb., $14 
doz. base; double bitted, $19 "doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 


BOLTS AND NUTS.—Jobbers have 
not yet advanced prices in line with 
manufacturers’ advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; 
carriage bolts, rolled thread, 50-10 
per cent sage machine bolts, cut 
thread, 50-10 per cent discount; 
small ‘machine olts, rolled thread. 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount: lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Prices 
remain firm. Demand is heavy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
case a, ee oe per and dull brass 
finish, Bp oz. pair; 4 x 4 steel 
paete. d ounper and dull brass finish, 
$3.63 per doz. pair; heavy steel bevel 
inside sets, case lots, $6.75 per doz.; 
steel bit-keyed front. door sets, $1. 15 
per set; wrought brass bit - keyed 
front door sets, $3.25 per set; cylinder 
front door sets, $7.50 per set. 





ing up well. 


Buying of steel in this district is also showing a little 
lull although the railroads’ demand for steel rails is hold- 
The rise in pig and scrap iron prices appears 
to be checked for the time being but the mills are well 
booked on orders covering the first quarter of the year 
and resumption of building activities as soon as weather 
conditions permit is predicted will bring to light a short- 
age of materials that is being hinted at, even now. 

It is reported that the retail business in the smaller 


towns and farming communities is relatively better than 


CHAIN.—Sales are rather light, but 


prices are firm and an advance may 
be expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago : 3B- in. proof coil chain, 
$8.50 per 100 ; *% Tenso, Bull Dog and 
Brown coil chains, 50-10 per cent dis- 
count; No. 00-4% electric welded cow 
ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
There is a good demand. Prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Prices remain firm with sales 
rather quiet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 
gutter, 5-in., $4.50 per 100 ft.; Cor- 
rugated conductor pipe, 3-in., $4.75 
er 100 ft.; Plain ridge roll, 114- in., 

4 per 100 ft.; Corruguated conductor 
elbows, 3-in., $1.36 doz 

MER- 


ELECTRICAL AND RADIO 
CHANDISE.—No price chahges. De- 
mand in radio is for long range sets 
almost entirely. 


We oll from jobbers’ stocks, 
f.o.b. Chica 
Electricale " ierchenties. — No. 14 


rubber-covered wire, $7.90 per 1000 
ft.; in 1000-ft. lots, $7. 65; No. 18 lamp 
cord, $14.50 per 1000 ft.: in 1000-ft. 
» $13.75; %-in. brush brass key 
sockets, 19c. each; two-way plugs, 
60c. each; in lots of 10, 49%c. each; 
one-piece attachment plugs, 13c. 
each; = piece attachment plugs, 
12c. each dry cells, boxes of 50, 
pt poet less than case lots, 34c. 


Radio Supplies.—Radio B batteries, 
a $1.40 each; No. 767, $2.62 
eac 

Battery Charge.— Apco line, in 
lots of less than 16, $13.50 each net. 

ubes .—Cunningham and R. C. A. 
$4 list. Discount 25%. 

Loud Speakers.—Western Electric 
No. 522W, $9.50 list. Discount 30%. 


FIELD FENCE.—Demand is improv- 
ing. Pagan firm. 
Ps pgs from jobbers’ stocks, 


io ago: 726-6-121%4, $29.70 r 
100 rods; 1948 6-144, $45 per 100 m4 


FILES.—Prices unchanged. The sales 
— is considered good. 


° a uote from jobbers’ stocks, 
f.o. he icago: American files, 60-10 
per cent off list; Nicholson files, 60 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


in the larger cities, and one financial authority is quoted 
as placing the increase in hardware sales in the agricul- 
tural districts for December at 15 per cent over the same 
month last year. 

Collections are reported as very satisfactory and it is 
expected that retailers will make extra efforts at collect- 
ing immediately after inventory is over. 


GALVANIZED PAILS, TUBS, CANS 
AND BASKETS.—Eastern manufac- 
turers are quoting 5 per cent advance 
through syndicate buyers, whereas 
western jobbers are not yet advancing 
their resale prices to cover manufac- 
turers’ advances to them. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized after-made water-pails, genuine 
riveted ears, 8-qt., $1.95 doz.; 10-qt., 
$2. 40 doz.;: galvan- 

‘ doz. ; No. 
2, $7 doz.; 8, 
galvanized wash boiler, 
end handles, $13 doz.; 1-gal. 
breast galvanized kerosene can, $2.25 
doz.; 1-bu. galvanized baskets, $6.50 
doz.; 1%-bu., $8.25 doz.; 5-gal. gal- 
vanized oil cans, galvanized breast, 
$7.25 doz.; per ndicular corrugated 
light galvanized ash cans, with cover 
No. 55, $15 per doz.; No. 66, $17.50 
doz.; No. 77, $20 doz.; heavy galvan- 
ized after-made No. 171, $32.46 oe. 
No. 191, $37.25 doz.; No. 201, $44 16 
doz. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—Prices unchanged. 
Volume of future orders is holding up 
well. 


We quote from jobbers’ 
f.o.b. Chicago: Garden hose, 
quality, molded hose, 


stocks, 


per A 14c. per ft.; 5-ply, 
a quality wrapped, -in., 9c. per 

¥%-in., lle. per ft. wn sprin- 
iors. Rain King, $28 doz.; original 
fountain *¥* $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND  PUTTY.—Inventory 
time apparently has not caused the 
usual lull in glass sales this year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
single strength A, 34 to 40-in., 
bracket, 86 per cent discount; sin- 
ble strength A, all other brackets, 85 
per cent discount; double strength A, 
all sizes, 86 ag cent discount. Putty 
—pure , $3.75 per 100 Ib.; com- 
mercial, $3.40" per 100 lb 


HATCHETS.—Prices are firm. Sales 
are fair. Advances are expected on the 
cheaper grades. 


We quote frem jobbers’ stocks, 
f.o.b. Chicago: First sy hatchets, 
No. 2 shingling, $11. doz.; first 
quality hatchets, No. , a $14.45 
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doz.: medium quality hatchets, No. 2 
shingling, $7.25 doz.: medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—No change 
in prices, though the cheaper grades 
are likely to be higher. Sales are in 
fair volume. 


We quote from jobbers’ stocks, 
f.o.b. <hicago: First quality, 16-o0z. 
nail hammers, $10.50 doz.; first qual- 


ity, 16-oz. machinists hammers, $7.85 
doz.: medium quality, 16-oz. nail 
hammers, $6 doz. 
HANDLES, TOOL.—Sales are good 
and prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe WHandles.—No. 1 hickory, $4 
doz.: No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 


ond growth hickory, $6 doz. 

Hatchet and Hammer Handies.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—Demand is good and prices 
very firm. 
We 





quote 
f.o.b. Chicago: 
in bundles, 4-in., 
6-in., $1.60; 8-in., 
per doz, pairs; 


from jobbers’ 
Heavy strap hinges, 

$1.03; 5-in., 2: 

$2.70: 10- in., $4. 30) 
extra heavy T hinges, 
in bundles, 4-in., $1.56: 5-in., $1.66; 
6-in., $2.08; 8-in., $3. 56: 10-in. , 9d. 10 
per doz. pairs. 


ICE SKATES.—The demand 
good and is holding up well. 
are unchanged. 

my 


stocks, 


is very 
Prices 


quote from jobbers’ stocks, 
Chicago: Key Clamp—Rocker. 
Men's and Boys’, bright finish, T5c. 
air; Half Key Clamp—Rocker. 
Vomen’s and Girls’, bright finish, $1 
med Key Clamp—Hockey, Men’s and 
soys’, $1.20 pair; Half Key Clamp— 
Woekey, Girls’, $1.40 pair. 

LANTERNS. 
very good. 


We quote from jobbers’ stocks, 
0.b. Chicago: Dietz D-Lite, $13 doz.; 


Sales are 





with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 
LARD PRESSES AND SAUSAGE 


STUFFERS.—A good demand is re- 


ported. Prices remain unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4-qt.. $7.28 each; No. 31, 6-qt., $7.89 
each: No. 35, 8-at., $8.67 each. 
LAWN MOWERS AND GRASS 


CATCHERS.—Future orders continue 
in good volume. Prices unchanged. 


We quote jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each: 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing. 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife. 
9-in. wheels, $8.85 each: 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
S-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
eac 
Grass Catchers. — Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.: galvanized bot- 
tom. for 18 to 21-in. mowers, full 
packages, $9.60 doz.; plain bottom 
canvas, for 18 to 21-in. mowers, $7.60 
doz.: plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—Prices are unchanged. Sales 
will not amount to much until after 
inventory. 


from stocks, 


We 
f.o.b 
$3.25 


$2.55 


quote from jobbers’ stocks, 
Chicago: Common wire nails, 
per keg base; cement coated, 
per keg base. The extra for 
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galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
l-in. 


OIL STOVES.—Future orders continue 
in fair volume. Prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $2 S 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2- ‘burner, $36 each list; 
3- burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 per 
cent discount. ts of ten or more 
are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Linseed oil con- 
tinues to advance, while turpentine 
takes a drop. 


We quote jobbers’ 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, $1.30 


from stocks, 


per gal.: 5-barrel lots, $1.25 per gal. 

Linseed Oil.—Boiled, barrel lots, 
= per gal.; 5-barrel lots, $1.27 per 
gal. 

Turpentine.—Barrel lots, 95c. per 
a . ' 

Denatured Alicohol.—Barrel lots, 
65c. per gal.; steel drum, extra ‘ 
returnable. 


White Lead.—100-lb. kegs, $15.75; 
50-Ilb. kegs, $8.15; 25-lb. kegs, $4.15; 
12%4-lb. kegs, $2. 15. 

Dry Paste. —Barrel lots, 7%4c. per Ib. 

Shellac.—(4-lb. goods), white, $3.50 
per gal.; orange, $3.20 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Demand shows slight 


dropping off after the holidays. Prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 183, $12 
doz.: No. 184, $14 doz 

Casseroles. —Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203. $7.20 doz.: No. 209. $7.20 doz. 

Tea Pots.—2- -cup, $20 doz.; 4-cup, 
$24 doz.: 6-cup, $28 4d 

Utility Pans.—No. 231, $8 doz.; No. 

232, $14 doz. 

ROASTERS.—The demand is falling 


off as season is practically over. 


We quote 
f.o.b. Chicago: 

No. 75 blued, $10.75 per doz.; 
200, blued, $14.40 per doz.; No. 
— enameled, $20.75 per doz.; 


from jobbers’ stocks, 
No. 
11, 
No. 
blue enameled, $25.50 per doz.: 


No. 138, magnolia enameled, $28.35 
per doz.: No. 43, magnolia enameled, 


$36.75 per doz. 

Black Beauty roasters and drip 
pans, three-piece, No. 10, $9 ner doz.; 
No. 20. $11 per doz.: two-piece, No. 
1, $2.57: No. 2, $3.30; No. 3, $3.93; 
No. 5, $4.63; No. 6, $5.27; No. 7, 96.27. 
Prip pans. 33% from manufacturer's 
list. Ekco tin bread and cake pans, 
33% from manufacturer’s list. 


ROLLER SKATES.—tThere is a good 
volume of orders for spring delivery. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates for 
boys, $1.40 per pr.; for girls, $1.50 
per pr. 

ROOFING AND PAPER.—General 
price advances of about 10 cents per 
square are effective Jan. 1. Sales are 
less active, due to winter weather. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.95 per 
square: best grade talc surfaced, $2.20 


per square; medium talc surfaced, 
$1.60 per square; light tale surfaced, 
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95c. per square; red rosin sheathing, 
$57 per ton. 


ROPE.—Manila rope has advanced 2 
cents and sisal rope 1 cent per pound, 
effective Jan 1. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 23%c. to 25%c. per Ib.; 


No. 2 Manila, 22%c. to 23%c. per 
lb. ; No. 1 Sisal, 16%c. per lb.; No. 2 
Sisal, 15%c. per Ib. 


SASH CORD.—Sales are holding up 
and prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 ms a ee 


$10.55 per doz. hanks; No. 8, 
per doz, hanks. 


SASH PULLEYS.—The demand is 
good and prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 

SCREWS.—Prices are very firm. De- 


mand holding up well. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 78-10 per cent new list; round 
head blued, 76-10 per cent new list; 
flat head brass, 76-5 per cent new 
list; round head brass, 74-5 per cent 
new list; japanned, 72-10 per cent 
new list. 


‘SOLDER AND BABBITT METAL.— 
Prices continue very strong, for tin and 


lead are at very high levels. The de- 
mand is good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 


solder, $40 per 100 Ib.; medium, 45-55 

solder, $39 per 100 lb.: tinners’, 40-60 

solder, $38 per 100 Ib. ; high speed 

babbitt metal, $20 per 100 lb.; stand- 

ty — babbitt metal, $13 per 
, 


STEEL SHEETS.—tThere is a good 
active demand and prices are very firm. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: 28-gage galvanized 


sheets, $5.50 per 100 Ib.; 28-gage 

black sheets, $4.50 per 100 Ib. 
WIRE GOODS.—There is a_ good 
volume of future orders on cloth 
netting. Prices are unchanged. 

We quote from jobbers’ stocks, 


f.o.b. Chicago: No. 8 black annealed 
wire, $3.15 per 100 lb.; No. 9 galvan- 
ized plain wire, $3. 60 per 100 Ib.; 

catch weight spool galvanized cattle 
or hog wire, 95 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3. 43 per 
spool. Polished fence staples, $3.70 
per 100 lb.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.: 12-mesh galvan- 
ized wire cloth, $2.20 per 100 sq. ft.; 
14-mesh bronze wire cloth, $6.25 per 
100 sq. ft.;: galvanized poultry net- 
ting, 55-5 per cent discount, galvan- 
ized after poultry netting, 50-5 per 
cent discount. 


WRENCHES.—Prices firm. Sales con- 
tinue to show good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 25 per cent discount: Still- 
son, 70 per cent discount; Trimo, 65- 
10 per cent discount. 


Snap-On Wrenches.—Radio and 
electrical set, $4; No. 101 Master 
Service set. $1 5. 95: No. 202 Heavy 


Duty set, $8.80; No. 303 Ford Master 
Service set, $14. 85; No. 404 Universal 
Socket set, $8.75; No. 505-B Screw 
Driver set, $3. No. 900 Square 
Socket set, $3. 70. 


All Snap-On 


wrenches less 40 per cent discount. 








Success is still operated on the self-service plan—The Shaft. 
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A New Display To Speed Up Your Sales of 
CARBORUNDUM COMBINATION STONES 


ARDWARE men have never be- 
H fore had such a stimulant for 
the sales of Combination Stones 
as this new display. 


It is an attractive, business-like 
display board of steel, 23 inches 
high, 12% inches wide, litho- 
graphed in four colors. 


It displays six of the popular sizes 
of the Carborundum Combina- 
tion Stones, each stone securely 
attached to the panel, plainly 
numbered and priced. 


The display panel is supported by 
a strong easel. It commands atten- 
tion—arouses the desire to buy. 


Put this display on the counters 
of the cutlery or tool department 
or on your shelves and watch 
your sales of Carborundum Com- 
bination Stones jump. 


This is just another item in the 
line of trade helps that The 
Carborundum Company is using 


to back up the man behind the eg 


counter. ) 


The 





” Carborundum 
’ Company 
Niagara Falls, N. Y. 


This Display is sent Free with Stone Assortment 
Use the Coupon to get the Details 


Please Send Me Details of 
Your Combination Stone 
Display Offer 


The Carborundum Company 


Niagara Falls, N. Y., U.S.A. 


Canadian Carborundum Company, Ltd. 
Niagara Falls, Ont. 


New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati 
Pittsburgh, Milwaukee, Grand Rapids 


“ Name 
 Street____ ——— 


- City a ee 
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Pittsburgh Looks for Good Business in 1925 
December Demand Ahead of Expectations 


(Pittsburgh office of HarpwarE AGE) 
‘T's past week has been what the last week of every 


year and the first one of a new year usually are 

insofar as business is concerned. With the retail 
trade busy with inventories and the traveling salesmen 
off the road, business naturally has suffered. But the 
trade looks to the new year with great hopefulness. De- 
cember business with the retailers ran well ahead of ex- 
pectations, especially those of 90 days ago, and their 
demands upon jobbers particularly in seasonal lines were 
so heavy that it looks very much as though the year-end 
inventories generally would be moderate. A good deal of 
fill-in business is expected when the salesmen again take 
to the road, and since the general tendency of prices is 
higher, it is. generally believed there will be more ten- 
dency on the part of the retail trade to buy ahead than 
would be the case if prices were headed the other way. 
The prospect is really bright, Reports from architects 
and builders note a building program for this and imme- 
diate districts of really large proportions. What this 
means in the movement of builders’ hardware, glass, paint 
and other articles necessary in home and office construc- 
tion is not hard to name. The steel industry is heavily 
engaged and already very heavily committed against the 
production in the first quarter of the year. This means 
employment and buying power. Industrial activity means 
a greater consumption of coal and the coal industry, which 
has been very depressed during much of the past year, 
now promises to be in somewhat better shape for the 
coming year, and this expectation, if realized, will mean 
additional employment and buying power and from a 
source that has been rather laggard in recent months. 


BATTERIES.—The ordinary demand 3.35¢c. off list; 


rivets, 


In reviewing the business of 1924, jobbers here gen- 
erally report that it was a year of fairly good turnover. 

There is a distinctly stronger tendency to steel prices 
because sO many producers have all the business they de- 
sire at low prices and now want prices that will bring 
their dverages to a remunerative level. The general mar- 
ket is up on an average about $3.00 a ton above the low 
prices reached just about election time. But the pre-elec- 
tion prices generally were below cost and business taken 
at them was more for the purpose of building up pro- 
duction schedules and reducing costs. 

Changes in hardware prices in the past week have been 
generally upward. One of the most interesting is a fur- 
ther advance in rope which has put the market 7c. per 
lb. above the 1924 low point, and the fact that a leading 
producer has devised a plan of selling only for 60-day 
periods and naming prices once every 60 days. It is 
figured that this mode of selling will give the market 
greater stability and prevent speculation. The jobber is 
guaranteed the prices for 60 days, and is in no danger 
of losing money through either an advance or a decline. 
It is understood that the plan is an experiment and so 
far only one compnay has announced its adoption. There 
has been a slight decline in prices of oilers and the so- 
called popular priced hammers and house tools also have 
been marked down in a new list recently issued by a Chi- 
cago manufacturer. The present axe prices, the leading 
manufacturer announces, will be continued until further 
notice. Loaded shell prices are expected next week. The 
present indications are that there will be no change in. 


shovel prices. 


small wagon peaanee oil, $1.25 per gal. in barrel 
ots. 





has been augmented by the fact that a 
good many radio sets were given as 
Christmas presents and there is a need 
for batteries to operate them. 

There is no change in prices. 


Jobbers’ quotations to retailers 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Each Each 
i Fee $1.05 $0.97 
Dt sesanee oeed 1.33 1.23 
kh. wn eéoceeupees 1.22 1.14 
a Me ccennveesss 1.40 1.30 
et Mn «casenseber 2.62 2.44 
a tt -educoeetens 2.62 2.44 
a Me 66csbeeeste 3.33 3.09 
Pa. Gk ibebdscessns .42 .39 
No. 6 dry cells, ignition type, 29c. 


each. 
AXES.—The Kelly Axe and Tool Co., 
Charleston, W. Va., has notified the 
trade that the present prices will con- 
tinue until further notice. 


BOLTS, NUTS AND RIVETS.—Prices 
are holding well at the advance re- 
cently announced. There is still a 
little confusion in the primary market 
over the change from a basing point 
method of quoting to a delivered price 
basis, but that was to be expected from 
a change that was so revolutionary. 


We quote out of jobbers’ stocks 
as follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 


and tinners’ 60 per cent off list. 
BUILDERS’ HARDWARE.—Reports 
as to building program for this and 
nearby districts are of a very favorable 
character and jobbers are expecting 
heavy demand for builders’ hardware. 


FITTINGS.—New price lists are out 
and jobbers here have not yet figured 
the difference as compared with the 
former prices. 


HAMMERS.—The Craftsman’Tool Co., 
Chicago, successor to the Cushman Co. 
maker of popular priced hammers and 
household tools has issued a new price 
list which show slight reductions from 
former prices. 


LOADED SHELLS.—Prices for 1925 
are expected to be issued next week. 
In view of the advance in metals, it is 
rather expected that prices will be 
higher. 


OILERS.—The P. Wall Mfg. Co., 
Pittsburgh, is quoting slightly lower 
prices in a new price list just issued. 


PAINTING MATERIALS.—Turpen- 
tine is off 1 cent a gal. and oil 3 cents 
a gal. since a week ago. Other items 
under this heading are holding at re- 
cent prices. Business is seasonably 
quiet. 

Prices to retailers: 

Ready mixed paints, best grades, 
$2.85 per gal.; lower grade, $2.25; 
white lead, 15%c. per Ib. in 100-Ib. 
lots; 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 
less for lots of a ton or more; tur- 
pentine, $1.00 per gal. in barrel lots; 


ROPE.—A further advance has been 
made in prices and effective so far 
as the leading producer is concerned 
only for January and February, with 
new prices to be announced Feb. 23 
for March and April and jobbers now 
are quoting pure manila rope at 25 
cents per lb. and sisal rope at 17 cents 
per lb. 


SHOVELS.—The common expectation 
is that new shovel prices will be the 
same as those now prevailing. Demand 
for shovels is slightly better than it 
was a short time ago and the price 
situation is helped by the fact that 
government stocks are pretty well 
liquidated and now run chiefly to round 
point shovels which are not figured on 
to be a serious factor in the market. 
Government spade stocks are good. 


WIRE PRODUCTS.—Jobbers here 
have been getting a good many orders 
for January and February shipments 
for fence and barbed wire and the gen- 
eral outlook for spring business is con- 
sidered good as there are expectations 
of further price advances. Heavy de- 
mand is noted for nails. 


We quote out of jobbers’ stocks: 
Nails, $3.15 to $3.20, base, per keg; 
No. 9 gage, plain Ivanized wire, 
2.95 per 100 lb. galvanized barbed, 
-point cattle, 3.17 per 80-rod spool; 

-point hog, $3.39; — cattle, 
$3.38; 4-point hog, $3.66; s 
point cattle, $2.38; woven e 
1047-11, $30.56 r 100 rods; 10.47-9, 
$55.20; 939-11, $35.22 ; 939-9, $48.85. 
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Sagging, sticking, slamming, warping—these 
are the evils which accompany the use of old- 
fashioned swinging garage doors. 














Many Times the Life of Swinging Doors 


Slidetite assures your customer of long service 


Your Copy 





For long and _ satisfactory 
service, recommend and sell 
Slidetite Carage Door Hard- 
ware to your customers. 
They will later thank you for 
it. Send today for Catalog 
A-29, which fully describes 
this profitable item of 
nationally-advertised hard- 
ware. 


It stands to reason that even the strongest hinges can’t long support the 
excessive weight of swinging garage doors. Sagging, sticking, warping 
and other attendant evils soon result. Only by hanging garage doors 
from above can long years of satisfactory service be assured. 





Gara ge Door Hardware 


supports garage doors in the only practical way. The doors are sus- 
pended from an overhead track, making sagging and sticking impossible. 


Slidetight provides a doorway that can’t be blocked by drifting snow, 
and by preventing slamming also does away with the danger of per- 
sonal injury and damage to the car. The doors slide inside, away from 
snow and ice, and fold flat against the wall where the wind can’t pos- 
sibly get at them. 

Slidetite equipped doors slide smoothly on their faultless track. A 


slight push opens or closes them. Yet they fit the opening snugly when 
closed, securely sealing the garage against the weather. 


Time has proved Si/idetite to be the only practical door-hanging system 
for openings of any width up to 30 feet. Even in openings of this ex- 
treme width, S/idetite provides a clear, postless entrance. 


Exclusive manufacturers of ‘“‘AiR-Way’’—the original sliding-folding window hardware 





New York 
Boston 
Philadelphia 
Cleveland 
Cincinnati 
Indianapolis 
St. Louis 





7 

~ 

~ 

~ 

7 

_ 

— 
j 
. 


Chicago 
Minneapolis 
ha 
Kansas City 
Los Angeles 
San Francisco 





AURORA, ILLINOIS.U.S.A. 
RICHARDS-WILCOX CANADIAN Co., LTD. Seattle 





. Winnipeg LONDON, ONT. Montreal (1132) 











84 


HARDWARE AGE 


January 8, 1925 


Cleveland Trade Optimistic on 1925 Outlook 
--Holidays Bring Temporary Lull in Business 


(Cleveland office of HARDWARE AGE) 


HE annual conventions of hardware jobbers and 
their traveling salesmen were held the past week 
and the men are now starting out in their territories. 
These conferences brought out universal expressions of 
optimism from the salesmen who travel through all sec- 
tions covered by Cleveland jobbing houses. 
who sells the goods to the retailer sees it, everything 
points to a very good year in 1925 in the retail hardware 


business. 


With salesmen off the road business has not been active 
the past two weeks, being limited mostly to fill-in orders 


ALCOHOL.—Alcohol is moving in good 
volume and the supply which was short 
a few weeks ago has become ample. 
Cleveland jobbers quote 188 proof 
denatured alcohol in 50 gal. drums at 
63c. per gal. 
AUTOMOBILE TIRES AND ACCES- 
SORIES.—The demand for tires is 
about normal for this time of the year. 
Tire chain is moving rather slowly 
owing to the fact that road conditions 
have not necessitated its use a great 
deal of the time this season. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Miller Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33: No. 2, $3.33, in lots of 12; 
Derf spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for less 
than 100 and 41c. each for over 100; 
Champion regular, 53c. each for less 
than 10°, all sizes; 50c. each for over 


100: Reliable jacks, No. 00, $1; No. 1, 
$1.25; Nos. 2 and 3, $1.75. 
AXES.—These are moving’ rather 


slowly and prices are unchanged. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $19 per doz.; unhan- 
dled, $14.50 per doz.; double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz. 


BATTERIES.—The demand for radio 
batteries continues fairly heavy. Prices 
are unchanged. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
unit packages and $1.40 for small lots. 

No. 6 ignition type dry cell bat- 
teries, 29c. each. 


BOLTS AND NUTS.—While jobbers 
are talking of a price advance on bolts 
and nuts, an early advance seems im- 
probable. Although manufacturers’ 
prices were recently advanced jobbers 
have filled in their stocks at the old 
prices under contracts expiring Jan. 1 
so that for the present they will not 
be compelled to pay the higher prices. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 10 per cent off 
list; carriage bolts, large and small, 
cut threads, 50 and 5 per cent off list; 
stove bolts, 80 per cent off list: hot 
pressed nuts, $4 off list; small rivets, 
65 and 5 per cent off list. 


CAP AND SET SCREWS.—tThe price 
cutting that was recently in evidence 
seems to have disappeared and prices 
are holding well at the advance above 
some of the quotations that prevailed 
a few weeks ago. 


As the man 


Cleveland jobbers quote: 

Square and hexagon head, milled 
and upset cap screws at 80 and 5 
per cent off list. 


COASTER WAGONS.—Sales have 
fallen off since the holidays but some 
business is still being placed for 
spring delivery. 

Jobbers quote f.o.b. Cleveland: 

Auto-Wheel coasters, rubber tired 
disc wheels; sizes 12 x 28, $5.50; size 
14 x 32, $6.43; size 14 x 34, $7.03; size 
16 x 38, $7.73: size 18 x 40, $8.33 each. 

Gendron line high grade rubber 
tires, size 14 x 32, 8-in, roller bearing 
disc wheels, $5.70; size 14 x 34, 10-in. 
disc wheels, $6.75; size 16 x 38, 10-in. 
disc wheels, $7.15; size 18 x 40, 10-in. 
disc wheels, $7.55 each. 

Bowman All-steel line, size 13 x 
32%, No. 100 loose bearings, $4.50 
to $4.15, according to quantity; No. 
200, same with self-contained bear- 
ings, $4.75 to $4.40, according to 
quantity; No. 80, same with spoke 
wheels, steel tires, $4.50 to $4.15 ac- 
cording to quantity each. 

Sherwood Spring-Coasters, rubber- 
tired, ball bearing disc wheels, size 
14 x 32 x 8, $9.55; size 14 x 34 x 10, 
$10.40; size 16 x 30 x 10, $11.55. These 
are list prices. Cleveland jobbers of- 
fer a discount of 33% per cent. 

American National Line—American 
Boy Red Express Wagon, No. 06, 
$8.65 per doz.; No. 02, $15.80 per doz.; 
No. 4, $32 per doz. Little Toto Coaster 
Wagon, roller bearing, double disc 
wheels, No. 38, $2.20 each; No. 40. 
$3.65 each. American Coaster, roller 
bearing wood wheels, steel tires, No. 
41, $5.40 each; No. 43, each. 
National Flyer Coaster, roller bearing 
double disc wheels, No. 51, $5.70 éach; 
No. 53, $6.90 each. 


ELECTRIC IRONS.—The Edison Elec- 
tric Appliance Co. has made a 75 cent 
reduction on the retail price of its Hot- 
point iron, the new retail price being 
$6 each. 


FIELD FENCE.—A fair volume of 
business is being placed in field fence 
for early spring shipment at the re- 
cent advance in prices. 


Jobbers quote f.o.b. Cleveland: 

4 ft. ten wires, 12-in. stays, No. 9 
wire fence at $55.20 per 100 rods; 
39-in. nine wires, $48.65 per 100 rods. 


HANDLES.—The market is quiet and 
prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
ype white second growth hickory 
$5 per doz. 

Hatchet and Hammer Handies.— 
No. 1, 90c. per doz.; finest growth 
hickory, 4 

Hay Fork WHandies. — Straight, 
chucked and bored, XX, 4™% ft., $3.75 
per doz.: 5 ft., $4.50 per doz.; bent, 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 


that retailers wanted filled promptly. Now that the new 
year is under way, jobbers will begin pushing sales of 
seasonal merchandise for spring that naturally dragged 
during the holiday season. 
in staple lines as retailers as a rule have kept their stocks 
rather low the past few weeks because of inventories 
which are now about out of the way. The market is firm 
and the few price changes have been upward. Range 
boilers, rope and saddlery hardware have advanced. Lead 
has again advanced and higher prices are predicted 
shortly on mixed paints. 
have been withdrawn and an advance is looked for. 


Good activity is also expected 


Prices on plumbers’ brass goods 


doz.: X, bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.; X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe Handies.—XxX, 4% ft., 
$3.30 per doz.; No. 1, 4% ft., $1.50 per 
doz. 

Garden Rake Handiles.—XxX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doz. 

Shovel Handles.—Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
) a per doz.; D handle, $5.60 per 
OZ. 

Spade Handles.—X grade, $5.40 per 
OZ. 


ICE SKATES.—The demand has held 
up fairly well since the holiday buying 
subsided. 


Jobbers quote f.o.b. Cleveland: 

Union Hardware Co. polished screw 
clamp, No. 1624, 80c. each; same, 
nickel plated, No. 1624%, $1.10 each; 
hockey screw clamp, No. 524%, $1.20 
each; same, nickel plated, No. 424%, 
$1.60 each; ladies hockey skates in 
corresponding grades, $1.45 and $1.85 
each. Alumo tubular skates, polished 
and finished with Goodyear welt shoe, 
$7.50; aluminum finished skates with 
McKay shoes, $5.50. These prices are 
for both hockey and racer skates and 
for both men and women. 


INCUBATORS.—Sales have been light 
so far as last year was a bad season 
and many retailers carried stocks over. 
However, a good volume of inquiry has 
developed recently particularly for in- 
cubators in large sizes. 


NAILS AND WIRE.—Buying is large- 
ly of a hand to mouth character, the 
demand being rather slow. 


Jobbers quote as follows: 

Nails, less than car lots, stock 
shipment, $3.25 per keg; No. 9 gal- 
vanized wire, $3.60 per 100 Ib.; No. 9 
annealed wire, $3.15 per 100 Ib.; ce- 
ment coated nails, $2.50 per 100 Ib.; 
Polished fence staples, $4.05 per 100 
lb.; Miscellaneous nails and wire 
brads, 70 and 10 per cent off list. 

Barbed wire, 100 lb. spools, galva- 
nized, $3.95; 80-rod spools, Lyman 4 
point cattle wire, $3.45; same, hog 
wire, $3.70.. American special, hog 
wire, $2.60. 


OVENS.—Jobbers expect this week to 
put into effect the 5 per cent advance 
previously announced by manufactur- 
ers and will begin to take orders for 
spring shipment. 


PAINTS AND OILS.—A price ad- 
vance on mixed paints is predicted for 
some time in January. The differential 
between barrels and less than barrel 
lots of turpentine has been increased 
from 12 cents to 15 cents. White lead 


Reading matter continued on page 86 
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Concentrate on 


Disston Saws 
and the whole 


Disston Line 


NVENTORY time reveals the slack- 
ers—the items that move slowly. 





They cost you real money—in overhead, 
tied-up capital, depreciation, and time 
and labor in handling. 


Stock live sellers! Concentrate on Diss- 
ton Saws, Tools. and Files. 


Make your store known as the place 
where the finest tools can be bought. 


Your trade knows that the name Diss- 
ton on a saw or tool is a complete guar- 
antee. You make quick sales—save time, 
and please the customer. 


And every Disston tool you sell makes 
other Disston sales for you. 


You speed up turnover .... . and that is 
where your profit lies. 


HENRY DISSTON & SONS, Inc. 


Makers of *‘The Saw Most Carpenters Use”’ 
PHILADELPHIA, U. S. A. 






SAWS TOOLS 








86 


has advanced another % cent per lb. 
Varnishes, enamels and shellacs for 
interior work are moving well. 

Jobbers quote f.o.b. Cleveland: 


Mixed paints, regular shades, best 
grade, $2.80 per gal. for 1 gal. cans. 
Outside white, $3 per gal. in 1 gal. 
cans. 

Turpentine in bbls., 97c.; less than 
bbis., $1.12 per gal. 

Linseed oil in barrels, $1.18; less 
thas bbls., $1.36. Boiled, 2c. extra per 


gal. 

White lead, in 160-lb. kegs, 15%c. 
per Ib.; in 50 ‘and 25-Ib. kegs, 16c. per 
Ib. ; in 12%- -lb. kegs, 16%c. per Ib.; 
in 500 Ib. lots, 10 per cent discount; 
other prices are net. 


PICKS AND MATTOCKS.—tThese are 
still moving in fair volume for spring 
shipment. 


Jobbers quote f.o.b. Cleveland: 

Light pattern mattocks, $7.50 per 
doz. in doz. lots; railroad or clay 
picks, 6 to 7 Ib., $7.20 per doz. 


PLUMBERS’ BRASS GOODS.—Manu- 
facturers of plumbers’ brass goods 
have withdrawn prices and an ad- 
vance is looked for in the new prices 
which have not yet come out. 


RADIO EQUIPMENT.—Sales of sets 
have kept up in very good volume since 
the heavy buying for the Christmas 
trade was over. Jobbers have fair 
stocks. 
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RANGE BOILERS.—A 10 per cent 
price advance has been made on range 
boilers. 

Cleveland jobbers quote: 

30-gal. standard range boiler, $8.75 

each; 30-gal. extra heavy, $11.50. 

ROLLER SKATES.—Some orders for 
these are still being taken for spring 
shipment. 


Jobbers quote f.o.b. Cleveland: 
Union ball bearing, extension roller 
a. Rae 4 and 5, No. 6, 
3 children’ 8 sidewalk 
a The. 


ROPE.—Prices have been advanced 2 
cents on manila rope and 1 cent on 
sisal rope. The demand is fair. 


Jobbers quote f.o.b. Cleveland: 

Rope, best grade manila, 25c. from 
stock; 24%c. from mill; second grade, 
2c. less. 

. 18%c. from stock; 18c. from 
mill. 


SADDLERY HARDWARE AND 
LEATHER.—Jobbers advanced prices 
Jan. 1 from 10 to 20 per cent on 
saddlery hardware following a late ad- 
vance by manufacturers. Leather 
shows a stiffening tendency. 


SCREEN DOORS AND WINDOWS.— 
Sales of these recently have been slow 
but a large part of the trade has not 
yet placed orders and a good volume 


January 8, 1925 


of business is expected early in the 
year. 

SHOVELS.—Shovels have been quiet 
but jobbers look for a good volume of 
sales this month. 


Cleveland jobbers quote: 

Fourth grade shovels, full bundles, 
10.75 per doz.; less than full bundles, 
11 per doz. 


STOVE PIPE AND ELBOWS.—Prices 
are holding at the recent reduction. 
Business is quiet. 
Jobbers quote f.o.b. factory 
Stove pipe in crates a ob joints, 
Security oe 28 gag 3 in 
4 in., $3.16; 5 in., $3.37; e™ in., $3. 60: 
7 in., $4.20. 
Elbows, Security v* ore 
28 gage, 3 in. 2%: 4 in., $1.14; 
$1.26: 6 in., $1. 38, 7 in. $1.88, in or 


doz. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
closed with funnels, $6.50 per doz. 

Stove Beare, Crystal, 33 in., $12.25 
per doz.; 30 in 8 per doz.; 28 in., 
$15.50 per doz.; "26 in., - 25 per doz. 

Crystal "iy ~ wood lined, oblong 

@shape, 20 x 30 in., $1 per doz.; 24 x 
36 in. $16.50 per doz.; 26 x 32 in. -» $16 
per 

Crystal boards, per lined, square 
shapes, 24 in., 5 per doz.; in. +s 
$7.25 per doz.; 28 in. -» $8.10 per doz. ; 
30 in., $9.65 per doz. 

Crystal stove boards, paper lined, 
oblong shape, 18 x 30 in., $7. 4 ney) 
doz.; 20 x 30 in., $8.30 - i, _ 
x 36 in., $10 per doz. ; 
$10.50 per doz.; 28 x 30. a. 5 a 
per doz. 





Value of Crops in 1924 
Placed at 914 Billion 


Highest Priced in Five Years, 
Though Not Greatest in Veol- 
ume of Products, Says De- 
partment of Agriculture 


This year’s harvest of important 
farm crops, the highest priced in five 
years, though not the greatest in vol- 
ume of products, has been valued at 
$9,479,902,000 by the Department of 
Agriculture. Better prices placed the 
value at $753,013,000 ym ol than last 

year, when the total, as revised, was 
$3, 726, 889,000, and $1, 663,882,000 high- 
er than in 1922, when they aggregated 
$7,816,020,000. 

The combined acreage of the princi- 
pal farm crops was smaller this year 
than last, there having been a total of 
355,210,400 acres, as compared with 
355,594,730 in 1923. 

Both the spring and winter wheat 
crops were extremely satisfactory, but 
corn had an unfavorable season. Cot- 
ton, planted late, was affected by 
drought to some extent, but a fair crop 
was produced. A large crop of pota- 
toes on a smaller acreage than in re- 
cent years resulted from unusually fa- 
vorable weather. 

Corn maintained its rank as king of 
crops and, although production was 
(00,000,000 bushels less than last year, 
its value was $188,000,000 more than 
the 1928 crop. The total value of corn 
was placed at $2,405,468,000. Cotton 
r- -ed second, with a total value of 

%,.274,000, of which $1,487,225,000 
e value of lint and $196,049,000 
‘e of seed. Hay, with a total 
tame and wild of $1,467,648,- 

hird crop in point of income. 

od fourth with a total value 

4 winter of si ers 596,000. 


Hanley Fire Loss 
Estimated at $5,000 


F. & J. Hanley, Schenectady, N. Y., 
hardware, paints and oils, suffered 
fire loss Dec. 14, which caused a stock 
damage of approximately $5,000. Re- 
pairs and alterations are being made 
to permit a quick resumption of busi- 
ness. 





Central Stamping Conference 


Traveling representatives of the 
Central Stamping Co., 206 Broadway, 
New York City, were brought in for 
annual conference Dec. 18 and 19. S. 
C. Dunning, manager of sales, pre- 
sided at meetings. Edward M. Blake, 
president, active in production’ work 
and sales activities, addressed the con- 
ference. Inspection of the factory at 
Newark, N. J., a theatre party and 
banquet dinner were other features of 
the conference. 


Additions to “Red Devil” 
Displays 


The Smith & Hemenway Co., Inc., 
130 Coit St., Irvington, N. J., has 
added two new plier rolls, to its exten- 
sive line of plier display boards. 

These plier rolls are described as 
compact leatherette rolls convenient to 
display on show cases. They take up 
little space, are a great convenience in 
handling and showing the tools to the 
customer at close range. They are 
cloth lined which helps materially in 
keeping the tools like new. 

“Red Devil” Roll No. 204R contains 
12 popular slip joint pliers, designed 
particularly for automotive use. It is 
said that 95 per cent of slip joint plier 
sales today are confined to this field. 

“Red Devil” Roll No. 1200R com- 





prises an assortment of 12 tools in- 
cluding side cutting, diagonal cutting, 
button cutting, long nose pliers and 
slip joint pliers. 


Chandler & Farquhar Issue 
New Radio Catalog 


Chandler & Farquhar Co., 250 Dev- 
onshire Street, Boston, Mass., has 
issued catalog C R, for the season 
1924-1925, covering radio equipment 
and supplies. The book is complete 
with illustrations of complete receiv- 
ing sets, parts for making sets and clir- 
cult diagrams. 


J. A. Huff Hurt— 


Has Narrow Escape 


James A. Huff, Northville, Mich., 
hardware merchant, suffered injury in 
a recent collision between his auto and 
a railroad train. The automobile was 
entirely destroyed and it is considered 
a miracle that Mr. Huff escaped. 


P. J. Malloy Returns 
to Territory 


P. J. Malloy, sales representative for 
du Pont paints and varnishes in Con- 
necticut, has now returned to the ter- 
ritory after several weeks’ absence on 
account of injuries in an automobile 
accident. 


B. B. Phillips Resigns 


B. B. Phillips has resigned as gen- 
eral manager of the Gifford-Wood ‘Co. 
Hudson, N. Y., manufacturers of ice 
tools abd ice cans. Mr. Phillips has 
not yet announced any future plans, 
nor has a successor been named by the 
company. 
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Less than six square feet of space 


A small display plus our national advertis- 
ing puts Congoleum profits in your pocket 


Just give Congoleum Rugs a toe-hold in your store and 
you Il have a profit-maker established before you know it! 


You can make an exceedingly attractive display—merely 
by grouping on end a few rugs of different sizes near the 
door or in some other conspicuous place and displaying a 
Gold Seal Hanger above them. Or you can buy at cost 
($15.00) the handsome rack shown below, which displays 
an attractive assortment of 


Gold-Seal Congoleum Rugs. 


Congoleum Rugs are easy to sell in 
hardware stores. Why not? It’s the 
logical neighbor of the broom, mop 
and stove-rug—a fitting accompani- 
ment to the fireless cooker, washing 
machine and other labor-saving de- 
vices for the home. 


By all means start the new year 
with a substantial stock of Congoleum 
Rugs. Get your share of the profits 
from the 1925 Congoleum bigger-and- 
better-than-ever national advertising 
campaign. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters, Philadelphia, Pa. 





A word to the wise! 


Nairn Linoleum is a profitable side-line which 
any hardware dealer with his finger on the public 
pulse and his eye on the real estate news can easily 
turn into extra profhts. Every new office or public 
building and every remodeling job is a logical 
prospect for this comfortable, serviceable floor. Go 


This Sales Rack is 4 feet 6 inches wide by 15 inches after the big profits. Write for details and sug- 
deep and displays attractively eighteen Congoleum : 
Rugs; heavy steel, gold lettering on olive green. We gestions today! 
sell it at cost: $15.00 F. O. B. nearest warehouse. 
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Letters from 


(Continued from 


fact that he is carrying too large an inventory for the 
volume of his sales. The reference to Billy McGary 
and Charley Castlin is to two old-time salesmen who 
formerly traveled in Kentucky. It is evident from 
this letter that the proprietors and clerks in this store 
are well fixed on automobiles. In studying changing 
conditions, the automobile should never be forgotten 
for a moment. The automobile is having a tremen- 
dous influence in the changes that are taking place in 
modern business and life. This correspondent pays his 
respects to the young crowd and does not think that 
they are very hard workers. I wonder if this is true. 
Your letter in HARDWARE AGE Dec. 18 is very in- 

teresting, one of the best articles you have ever 
written. There is a drift all through this section 
to department stores. The hardest blow we have 
had in our business is that the planing mills are 
now getting nearly all of the builders’ hardware as 
well as a good part of the iron roofing. We find 
they sell this when they sell the lumber and mill 
work. I think that our business is going through 
a process of regeneration. Of course, the small de- 
partment stores pay the women help not more than 
40 per cent of what we pay. Our store is a pretty 
good sized retail store. We carry too much—about 
$75,000. I think that each generation of hardware 
men will have their own troubles. There are five 
hardware stores here and any of them could be 
bought worth the money. 

“Mr. Norvell—Your letters about the old days 
are very interesting. I bought my opening stock 
from Billy MceGary. He and Charley Castlin both 
made this town. I commenced in 1885. My brother 
and I had $85 between us and bought a tinner out. 

I have done fairly well, but I am in the fix I have 

seen fellows in in a game of draw—with a good 

healthy stack, but the banker with no funds to cash 
the chips. I would like to get out, but can’t. 

“T really think the only thing wrong with busi- 
ness is the auto. Take this store. I have one; Mr. 

X has one. We have two small trucks and a run- 

about. Three of our clerks own one each. Our 

negro truck driver has one. These all are Uncle 

Henry’s kind but two. Now here are seven cars we 

have to make a living for. 

“One thing the matter is that the young crowd 
does not work.” 

% % * 

The following letter from a veteran hardware man 
in central Illinois is well worth reading. Note the 
compliments(?) passed to the salesmen in this re- 
tailer’s letter. Note the intimation that a large per- 
centage of the men on the road today are not sales- 
men but simply order-takers—“want list snatchers,” 
as it were. The point is brought out by this mer- 
chant that the retail dealer is getting the penny busi- 
ness while the good sized orders go to the mail order 
house. He evidently believes that hand-shaking with- 
out price-making will not get the retail merchant very 
far. This letter is so full of good points that, acting 
as the toastmaster at this banquet of ideas, I will 
stop and not make the speech for the following retail 
hardware merchant, but will let him speak for himself. 

“T have been reading your articles, ‘Forty Years 
in Hardware,’ with a great deal of interest, also 
your articles of ‘The Sales Manager’ and others. 

“Formerly I was a great buyer of Diamond Edge 
Goods, from Tom Kelly, your salesman, now dead, 
who lived at Rockford, III. 

“Your article, in the Dec. 18 issue of HARDWARE 
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page 67) 


AGE, has struck a note with me that I have been 
studying and for three years have been advocating 
in our hardware conventions, and that is, the form- 
ing of a chain store mode of distributing hardware 
with our jobbers as our buying organizations. 

“If you will study, as you undoubtedly have, the 
pamphlet published by the National Retail Hard- 
ware Association for the years of 1922 and 1923, 
‘The Cost of Doing Business,’ you will be more 
shocked to know that the retail hardware merchants 
have kept up so well. 

“Last winter at Chicago we discussed the ques- 
tion, ‘Is the Salesman Essential?’ This was a live 
one. Many answers were, ‘He is a nuisance; un- 
necessary; there are entirely too many; they add to 
the costs of our goods, but add nothing to their 
value.’ 

“In a survey of our hotels here I found that they 
averaged 86 salesmen. If their salary and expenses 
were $4,000 for each and they solicited this city only, 
this would cost the merchant $344,000 a year to pay 
these men to write the order. 

“In the last few years the number of salesmen on 
the road has jumped by leaps and bounds. Many 
days we have ten to fifteen and while we cannot buy 
from all of them, the costs of our goods are loaded 
with this expense in the goods that we do buy. 

“Ninety per cent of the men on the road today are 
not salesmen, but order takers. Many of them would 
not know the goods they sold if you showed them 
to them. 

“About the 7th of October or November, 1923, in 
an article in the HARDWARE AGE entitled, ‘What the 
Catalog House Gets,’ after quite a lengthy giving of 
facts, they sum it up: ‘The Answer Is Easy, If 
You Know It.’ 

The answer to all this is PRICE and that is what 
is the matter with the HARDWARE BUSINESS. 

“We have eight rural routes out of this city with 
98 to 110 families on each. Last year, 1923, they 
sent postal orders to the Chicago catalog houses 
amounting to from $1,800 to $3,000 a month from 
each of these routes. 

“Do you wonder that the 25 merchants referred 
to in your article would sell out? WHY? 

“The retail merchant is catering to Penny Sales. 
He sells a package of tacks, two bolts and such; 
but when it comes to the $5 and $10 sales they are 
conspicuous by their absence. 

“In 1923 survey of Cost of Doing Business it was 
found that in all towns of 1000 population and less, 
63 per cent of the hardware merchants lost money, 
in the United States. 

“In taking a number of items from the catalog 
houses and the hardware jobbers and comparing 
them, if you will take off 10 per cent from our job- 
bers’ price and then add the regular profit of the 
retail dealer, you will have within 5 per cent of what 
the catalog houses sell at. This 10 per cent is prac- 
tically what it costs us to buy goods from the sales- 
man. 

“Why this expense when we have the jobber’s 
catalog with the weekly price service and have all 
at our hand that the salesman has? 

“Is it essential that the dealer in order to get 
goods has to go all this roundabout way because 
he did it in 1870? 

“Why not make a new road, more direct, with a 
10 per cent lower price, and then the retail dealer 
will be able to furnish his community with 90 per 
cent of the hardware that they use instead of the 
little pick-ups that they get from him now? 

“The A & P stores sell many packages of goods 


Reading matter continued on page 90 
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No. 25 National 
The Locking Latch For Swinging Doors 


Constructed in harmony with the successful op- 
eration of barn doors. A popular type that assures 
security and protection to property and eliminates 
the danger of injury to hands or flattening of latch 
handle. 


The ordinary latch is soon wrecked after a few swings 
against a solid side of a building. The unique feature 
of the No. 25 Swinging Door Latch prevents damage 
to the handle by catching in a special slot. It permits 
the door to swing close, but not against, the building and 
holds it open until released. 


Handle is placed back of center of case. In opening or 
closing the hand does not come in contact with any part 
of building. 





Made entirely of steel and is adjustable for doors 34 to 2% 
inches. Strike has wide opening which insures a positive 
lock should the door have a tendency to sag. Easily in- 


Illustration shows how padlock is stalled—just bore a % in. hole for handle and insert screws. 
inserted in handle. This simple process appeals to every customer and greatly 
A positive protection—radically dif- helps the sale. 

ferent. 





Natienal 


Hundreds of National Dealers are enjoying the full meaning of quick turnover 
and liberal profits. 


We have no jobbing distribution. Our policy is strictly a direct-to-dealer prop- 

osition. 

LATCH CATCHES IN 
+s» SHOT HOLDS DOOR. 

The National Builders’ and Garage Hardware lines ay 


are kept up-to-date at all times. Regular items are 
always ready for immediate shipment. 





We are in business to help you build up a profitable 
National trade. It is to our advantage to serve you 
and we will be glad to tell how we can do it. 





Write us for new catalog No. 19 and information. Every item is 
fully described and illustrated. 


It will prove a valuable help in selecting a real hardware stock. 


ORDER IS SHIPPED DAY RECEIVED. 


National Mfg. Company Sterling, Ill. 


QA AN ARAM 
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at what the wholesale grocers charge the dealer 
for them. 

“The manufacturers in most instances are respon- 
sible for this condition, as they have all the jobbers 
spotted and have a price for them, but will make a 
special discount to the chain stores and the catalog 
houses. 

“Your article some time ago about the ‘Joint Com- 
mittee of Jobbers and Retail Merchants,’ relative to 
the manufacturers selling the catalog houses, was 
timely and should be brought up at this time. 

“In the last ten years the majority of the retail 
hardware stores have taken on an air of order, 
cleanliness, neatness and, in fact, are equal to any 
dry goods or clothing stores in the country. It is not 
from this score that the retail hardware merchant 
has been losing ground, but from the fact that his 
costs of goods are too high and as they do not de- 
teriorate, his customers have no fear of buying them 
from afar and they are good when they are needed. 

“The $10, $15 and $25 sales are what we are miss- 
ing. WHY? PRICE. 

“When the jobber and the retail merchant are 
able to form a chain store mode of distribution with 
at least 90 per cent of the traveling men eliminated, 
then, and not till then, will we be able to say that 
we had a 15 per cent or 18 per cent advance in sales. 
In the last few years there has been a 3 per cent or 
5 per cent advance in the retail sales, while the 
chain stores and the catalog houses have had 13 per 
cent to 18 per cent. How long at this rate will there 
be any retail stores at all? No business can long 
endure that does not cater to a majority of the trad- 
ing public. So with us, if the majority of the buy- 
ers of goods favor the catalog houses and chain 
stores and do not support us, we will have to go by 
the board as sentiments change. 

“T am hopeful that your article will make the 
manufacturers and jobbers sit up and take notice, 
for unless they do, in a very short time they will 
have no such outlet as the retail store. 

“The traveling salesman, the sentiment against it 
and the roundabout mode of distributing goods with 
all this costs and the farm advises, county adviser 
and the farmers’ organizations are what are send- 
ing the millions of dollars to the catalog houses. 

“Hand-shaking and fellowship today will only get 
you a small amount of business, unless you have 
the price.” 
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in Illinois with a few remarks on the subject of good 
and bad traveling salesmen. 
dently believes that the good-looking salesman is han- 
dicapped by his own good looks. 
say on this subject: 


“The day of the hale, hearty fellow, well met with 
his smutty jokes and sporty clothes, is gone forever, 
even with specialties, where he lingered longer than 
in general lines. 

“The average buyer today likes a clean-cut, well- 
groomed salesman, easy of manners, with tact 
enough to discuss all questions agreeably, and one 
who knows his line thoroughly as to quality, price 
and how it fairly compares with other competitive 
lines—a man who, when the buyer is through buy- 
ing and the seller has finished selling, will make 
both feel that the time has been profitably spent. 
He must remember if he is calling on the best trade. 
He is selling merchants and his talk must appeal to 
that class of people. 

“The average business man is not averse to hear- 
ing what is being done in other towns in the same 
line and after a salesman knows his man, a certain 
amount of small talk can be mixed with business to 
good advantage. 

“He need not be large, handsome and unusually 
attractive. In fact, he may be plain. On the whole, 
I think the latter class wear the best and have 
stronger personalities. The attractive man, as a 
rule, thinks too much of himself and not enough of 
his customer. As an example of this I might cite 
Mr. X and Mr. Z—two extremes, but both good sales- 
men; yet the plain man always had the best of it. 
After handling the claims of both men for three 
years, I found the plain man was a better business 
man and had a stronger personality, and in saying 
this I would not detract one iota from Mr. X, who 
was a fine fellow and a wonderful salesman. 

“Business today, as never before, is a real game, 
and the salesman who hopes to win must understand 
it thoroughly as it applies to his own line so that he 
can assist his customer in putting it over.” 


% % % 


I wish to thank all these retailers for writing my 
“SALES MANAGER?” article for me this week. Next 
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This correspondent evi- 


See what he has to 


Here is another letter from a good retail merchant 


* * * week I will try to write my own article! 
Happy New Year! 





mi 








Irving S. Kemp on 1925 Business 


Mr. Llew S. Soule, Editor, 
HARDWARE AGE, 

We agree with you that 1925 should be a good year. We feel, however, that any business to be suc- 
cessful and make a satisfactory profit, must be efficient in every department; in other words, the profits 
are going to come from within rather than from without, as it is our opinion that the day of radical fluc- 
tuations in prices is over. A manufacturer may be justified in making a moderate advance if the cost of 
raw material and labor goes up, but advances made without justification will not hold. This, of course, is 
a healthy condition and one that will work to the benefit of all of us as we go along. 

We believe that the hardware jobber and the dealer are going to make a mistake of holding off too long 
in placing their*orders for spring. No manufacturer can swing a fairy wand and make goods to meet a 
radically increased demand within a short period, and we look for a very decided shortage of tools during 
the spring months. This could be avoided to a considerable extent if the jobbers and dealers would place 
their orders now so that the manufacturers could work on the goods that they want, and at the same time it 
would give the manufacturers an opportunity of building up their organization. 

I was interested in Mr. Tenk’s letter in your last issue on the subject of turnover, and I agree with most 
of the thoughts that he expressed in this article. 

(Signed) Irvinc S. Kemp, President, 
Evansville Tool Works, Inc., 
Evansville, Ind. 
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Quicker turnovers—with china 


The four patterns shown 
above are from our stock of 
china. Reading from left to 
right, these patterns are: 


The Meriden 
The Cromwell 
The Bancroft 
The Pelham 


We also have a number of 
new and distinctive patterns 
in American and English 
Porcelain, Japanese, Bava- 
rian and French China that 
are receiving the approval 
of discriminating buyers. 


N all parts of the country, in small communities 
as well as large, hardware merchants are featuring 
china—and making it a big source of profit. 


It is more than the “china counter”— it is a draw- 
ing card for new trade, a source of future as well 
as present business, a means of quickening sales 
throughout the store. 


To get this opening wedge to bigger and better 
business the merchant must insure quick turnover. 
That is where FISHER-BRUCE service comes in. We 
do the warehousing for you. 


So you can operate a profitable department without 
a whole lot of money or a whole lot of space. 


And, we can offer you the exclusive selling rights on 
some very fine patterns in imported and domestic 
china and porcelain. Write us for details. 


FISHER, BRUCE & CO. 


Importers and Wholesalers 


Sales Offices: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 
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Window Displays from ‘“‘Sportsmen’s Week’’ 


testants in all three groups and in each group the 
three major awards were identical, the first award 
being $250, the second $100 and the third award $50. 
The grand award was $500. Judgment was passed 
strictly on the merchandising appeal of the entry 
and its conformity to the rules of the contest. 

The grand award was won by Walter M. Jones, 
The winners in the first group were: 
A. H. Niewohner, Waverly, Iowa, first award; Wm. 
second award, and third 
award, W. J. Weaver & Sons, King City, Mo. 

Second group winners were James Gribben, 
Thomasville, Ga., first award; Bashford-Burmister 
Second award, and Beltrami 


Ventura, Cal. 


S. Dupre, Delavan, Wis., 


Co., Prescott, Ariz., 


WINNER OF GRAND AWarRD—$500 
Walter M. Jones 
710-12 Main Street, Ventura, Cal. 
Population of Ventura—3, 500 


FIRST GROUP 


Cash Awards for 
With a Population of 








Retail Dealers in Towns 
5,000 and under 





WINNER OF First AwWarRD—$250 
. Niewohner, 
Waverly, Iowa 
Population of Waverly—3,800 





WINNER OF SECOND AWARD—$100 
‘illiam S. Dupre, 

231 Walworth Ave., Delavan, Wis. 
Population of Delavan—3, 000 





WINNER OF THIRD AWARD—$50 
W. J. Weaver & Sons, 
King City, Missouri 

Peputetion of King City—1,400 


50 Winners of $10 Awards 
Auburn Hdwe. Co., Auburn, Wash. 
Austin Hdwe. Co. "Seneca, 
Beatty Hdwe. Co., Greenfield, Iowa. 
Becher, A. A., Wisner, Neb. 
Benton County Hdwe. Co., Bentonville, Ark. 
Bernhardt-Seagle Co., Lenoir, N. 
Biggs Kurtz Hdwe. & Impl. Co., 





Montrose, 


Brookhaven Hdwe. Co., Brookhaven, Miss. 

Butts, Ralph R., South Paris, Maine. 

Cantwell Bros., Lakeview, Mich. 

Columbia River Merc. Co., Longview, Wash. 

Dastrup-Johnson Co., Richfield, Utah. 

Davies & Logan Hdwe. Co., Chilliwack, 
B. C., Canada. 

Denison Hdwe. Co., Denison, Iowa. 

Eckman & Son, Lanark, Ill. 

Escondido Hdwe. & Furn. Co. 113-115 West 
Grand Ave., Escondido, Cal. 

Evans, W. J., Chilliwack, B. C., Canada. 

Franz Co., E. A., Hood River, Ore. 

Gates Hardware, Independence, Iowa. 

Hoffman, A. J., Murray, Iowa. 

Hogg Bros. Hdwe., Oregon City, Ore 

Horsky, F. W.., 113 West First “St. Albany, 


Ore. 
Hubbard Hdwe. Co., 207 W. Grand, Fred- 
erick, Okla. 
Kerl, M. E., West Point, Neb. 
Leming, E. S., Dexter, Mo. 
Lizar, E. E., El Campo, Tex. 
McClelland Hdwe., A. W., Falls Creek, Pa. 
McDowell Hdwe. Co.. Marion, N. 
May Hardware Co., The, 113 S. Riverside 
Ave., St. Clair, Mich. 
Meyer, A. R., 214 Main “aed 
Mullen, H., Cass Lake, Min 
Newburry ‘Hawe. Co. hitanes, Neb. 
Newton Hdwe. Co., Jackson, Ga. 
Nichols Hdwe., Cc. A., Rock Rapids, Iowa. 
Olson, Oscar, South Market St., Paxton,-Ill. 
Paeltz, Frank L., Russellville, Ohio. 
Pensinger, E. W., Greencastle, Pa. 
Petersen Hdwe. Co., Blair, Neb. 
Reed, W. B., Star, Idaho. 
Rice Bros. & Adams, Myrtle Creek, Ore. 
Rix — & Undertaking Co., Big Spring, 
ex. 
Sampson & Co., John, o_o Iowa. 
Smith Co., Inc., The G. R., Cleveland, Miss. 
Smith, ww. -* ‘524 Main St., Mt. Pleasant, 


en Bros., N. Dak. 
Waddell Hdwe., ; * gle Grove, lowa. 
Washington Hdwe. & Furn. Co., Kennewick, 


Wash. 
White Hdwe. Co., C. W., Brush, Colo. 
Williams, H. E., Lamesa, Tex. 
Woolley Impl. Co., Osborne, Kan. 


Winners of $5 Awards 
Baines, O. B., Spring Uope, N. C. 
Bass-Johnston Merc. Co., Ashland, Mo. 
Bauer, H. H., Richmond, Mich. 


Havana, Ill. 


Mandan, 





(Continued from page 62a) 


Hardware Co., 


senee © & O'Malley, 62 Main St., Warwick, 
Bergami Hawe. & Elec. Co., Milford, N. H. 
Black & Co., J. H., Tupper Lake Jct., Faust, 


N. Y. 
Blairsville Hdwe. Co., Blairsville, Pa. 
—— Lbr. & Hdwe. Co., Thos. W., Lyford, 


ex. 
Bliss Kibbe & Son, Stratford, N. Y. 
Bonner Hdwe, Co., Priest River, Idaho. 
Brandt & Son, Herman, Hankinson, N. D. 
Broyles & Sons, W. T., Dayton, Tenn. 
Brush Hdwe. Co., Brush, Colo. 
Campbell & Jones Hdwe. Co., Fulton, Ky. 
Claeys, A., Martinez, Cal. 
Clarkson, H. B., Macon, Mo. 
Clayton’s Hdwe. Co., St. Croix Falls, Wis. 
Close & Co., P., Rosedale, B. C., Canada. 
Coleman Hdwe. Co., Eastman, 'Ga. 
Cox, G. Warren, Barre, Mass. 
Cundiff, Longest & Lovell, Drakesboro, Ky. 
Curtis, Inc., J. C., Box 7, Camden, Me. 
Dack, A., Wawanesa, Man., Canada. 
Douglass & Co., H., Guilford, Me. 
Draper Hdwe. Co., Draper, N. C. 
Dudley Hdwe., Hot Springs, S. D. 
Elba Hardware, Elba, N. Y. 
Eldon Furn. & Hdwe. Co., Eldon, Iowa. 
Erickson, Chester, Kasson, Minn. 
Ovens Hadwe. Co., Princeton, Minn. 
Farwell Hdwe. Co., Farwell. Neb. 
Fassett & Gottbreht, Dunseith, N. D. 
Fleming, E. E., Protection, Kan. 
Fowler, W. H., Arlington, Wash. 
Garfield & Son, Geo., Rock Elm, Wis. 
Gass & Co., Frank L., Dandridge, Tenn. 
Genin Hdwe. Co., P. A., Belleville, Wis. 
Gennoe, M. S., Decatur, Tenn. 
Gidley, Harry, gag > N. D. 
Godfrey Hdwe. Co. Weiser, Idaho. 
yoodman, Hall & Hall “Shelbyville, Ky. 
Gorsuch, F. W.., Ferndale. Wash. 
Graham Hdwe. Co., Wynne, Ark. 
Grattan Hdwe., R. J., Elkton, S. D. 
Graves Hdwe. Co., Presque Isle, Me. 
Guest Hdwe. Co., W. W., Ryan, Okla, 
Hale Hdwe. & Auto Co., Hale, Mo. 
Hales Pharmacy, Ben, Hancock, Wis. 
Harnett, Bert, Gooding, Idaho. 
Harris & Hedden, Paris, Mo. 
Hass Hdwe., R. H., Prentice, Wis. 
Hefner, A. C., Yates Center, Kan. 
Heye, August, Box 93, Glenvil, Neb. 
Heyer, H. J., Darien, Wis. 
Hinkle, T. W., Rockford, Ohio. 
Hinman & Son, O. C., Silver City, N. 
Home Hdwe. Co., Worthington, lowa. 
Irwin, J. G., Wyocena, Wis. 
Jacobsen & Nielsen Hdwe., Dannebrog, Neb. 
Jenks & Everett, 18620 Grand River Ave., 
Redford, Mich. 
Johnson Brothers, Cloquet, Minn. 
Johnson, ee Gifford, 
Kay, A. Winona, 
Kirby- Be cetiiare Hdwe. La Fayette, Ga. 
Klinkenberg, Paul G., Kendallville, Ind. 
Knoll, P.. Abbotsford, Canada. 
Koehler, Felix V., R. F. D. No. 6, Humans- 
vill 
Kohl Hdwe. Co., Ripon, Wis. 
Krouch Hdwe.. E. E., Mt. Ayr, Iowa. 
Kull, Frank, Sugar Grove, Ohio. 
Landis, lvern, Iowa. 
Las Animas 7 Co., Las Animas, Colo. 
Lee Co., The es Colville, Wash. 
Lehmann & Bro mg W., Cedarburg, Wis. 
Laity & © Sons. Ed., 228 N. Maine St., Rice 
S 
Lindsey Merc. Co., Inc., Bernice, La. 
Littlepage, Jr., W. D., Truhart, Va. 
Loring & Titsworth, Las Animas, Colo. 
Lurton’s Store, Commiskey, Ind. 
Lutz, A. L., Lewisbu urg, hio. 
Luxora Hdwe. Co., Luxora, Ark. 
McCarthy, W. E., ‘Lisborn, Me. 
McCaull Webster Hdwe., Box 113, Rapelje, 
ont. 
Melivaine, A. R., Lewisville, Ind. 
Maddox & Maddox, Oberlin, Kan. 


Mex. 


Tex. 





Avenue Hardware Co., Bemidji, Minn., third award. 
Awards in the third group were won by Burhans 
& Black, Inc., Syracuse, N. Y., first award; Cullem 
& Boren Co., Dallas, Tex., second award, and Steel 
Wichita, Kan., third award. 
Winners of $10 and $5 awards in all three groups 
appear at the conclusion of this article. 
of the windows which won the grand award, and 
the three major prizes in each group also appear. 
The judges were Llew S. Soule, Editor, HARDWARE 
AGE; Rivers Peterson, Editor Hardware Retailer, 
and W. V. Hodge, acting for J. G. Taylor Spink, 
General Manager, Sporting Goods Dealer. 


Pictures 


Martin & Jones, Inc., Ronceverte, W. Va. 
Merrell Hdwe. Co., Swanton, Ohio. 
Meschke, Gus, Hoisington, Kan. 

Meyer, B. G., Spring Mills, Pa. 

Meyer Bros., Gooding, Idaho. 

Michaelsen & Koth, Odessa, Wash. 

Miller Co., J. Howard, Westminster, Md. 
Moosic Cash Store Co., 515 Main St., Moosic, 


Pa 
Morse Hdwe. Co., Ltd., The, Jennings, La. 
Moulton Drug Co., Sharon, Mass 
New Scottsburg "‘Hdwe. Co., 


Ind. 
Niswonger, C. O., Pitsburg, Ohio. 
sy, S. 


Scotteburs, 


Noste, Iver C., Mound 
0’ Halloran Lumber Co., G. W., 


e 
Olson, O. L., Lake Park, Minn. 

Onken & Bros., John, Chapin, III. 

Pedrick & Sons, H. C., Douds, lowa. 
Penick-Hughes Co., Stamford, Tex. 
Pickerell & Odem, Eddyville, Iowa. 

Pipal & Hanak, David City, Neb. 
Plummer Drug Co., Plummer, Idaho. 
Pocahontas Fuel Co., Colliery No. 6, Jen- 


kinjones, W. Va. 
Lge ee geen 


D. 
Wood Lake, 


Project Co-Op. Ass’n., 
Quality Hardware, Eureka, S. 

Ramsey & Bros., W. BP Spottswood, Va. 
Ramsey & Co., Ww. Ee. Spottswood, Va. 
Ravenswood Hdwe. Co., Ravenswood, W. Va. 
Rawl, W. L., Batesburg, S. C. 

Read & Marsee, Petersburg, Ind. 

Redding Lumber & Hdwe. Co., Redding, 


pone. 
Reed, J. Main & Wall Sts., Colfax, Wash. 
Reliable Miwa Edmonds, Wash 
Reves, A. L., Armona, Cal. 
Rice & Son, C. T., Newport, Pa. 
Richardson Hdwe. Co., Ponchatoula, La. 
Ruff Brothers, Long Lake, Minn. 
Rumer, Geo. , Herrick, Ill. 
Salmon & Kimbrough, Grenada, Miss. 
Schmidt, C. O., Farmingdale, L. a mm 2 
Schnabel & Weener, Grafton, Wis. 
Scofield Co., Sturgeon Bay, Wis. 
Seggzelke, Ed., Alexandria, Mo. 
Sharpe Bros., Sylvania, Ga. 
Sims Hdwe. Co.. Kuna, Idaho. 
Sinclair Hdwe., ‘William, Beamsville, Ont., 
Canada. 
Smith & Son, Watson, Shubenacadie, N. S. 
Smith & Son, W. J., Montevideo, Minn. 
Spooner Hdwe. Co., Spooner, Wis. 
Stark & Son, G., Deview, Ar 
Stewart Hdwe.. Geo. W., Washington, Iowa, 
Stoltenberg, A., Cleveland, Wis. 
Storer Bros., Main & Elm Sts., 
ville, Me. 
Tappan, H. H., Daykin, Neb. 
Terrell, D. F., Gleason, Tenn. 
U’Ren Hardware, Dayton, Ore. 
Van Gorder Hdwe. Co., Chardon, Ohio. 
Walker — J. we 724 Charles St., Wells- 


bu Ww. 
Walther, Bid S., Keytesville, Mo. 
Walton & Davis Co., 302 E. Villard St., 
Dickinson, N. 
Wardlaw, W. A., La Fayette, Ga. 
Watrous Hdwe. Co., Caro, Mich. 
Weaver, Albert B., Ligonier, Ind. 
Weaver, Howard A., Montoursville, Pa. 
Weigel, Ed., Ho leton, Ill. 
Wenner Hdwe. Co., Buffalo, Minn. 
West Fork Hdwe. & Lumber Co., West 
Fork, Ark. 
Wheeler’s Drug Store, North Wales, Pa. 
White & Co., Inc., ertfor _ <& 
Wilkinson, R. C., Warm BY “Va. 
Willoughby Hdwe. Co., Willoughby, Ohio. 
Wiprud & Bros., O. T., Dutton, Mont. 
Wood Hdwe., R. B., Winfred, S. D. 
Wright & Son, D. J., Lake View, Iowa. 
Youngblut, F. N., Oran. Iowa. 
Ziegler & Son, C. B., Lancaster, Wis. 
Zigler Fee Hdwe. Co., Roseburg, Ore. 


Yarmouth- 
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(Continued on page 94) 
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real profit-quic 
aa 
“For what furni- It takes only a minute's time for a customer to 
a test these casters on the Faultless Demonstra- 
sasenneidiibiies rte tion—to see how easily they roll and swivel. A 
wood bed, please.” minute more for the three questions on the Fault- 
“The floor is car- less Caster Chart, which indicates at once the 
peted isn’t it? And proper caster to use—and the sale is made! 
the bed is quite 
pi Fane pg The Faultless Caster Assortment is within easy 
Casters No. C-13-8. reach behind you. The casters are in handy 
veil findehacthes packages, easy to handle and to sell. [heres no 
are wonderfully spoilage and no waste with the Faultless Line! 
easy-rolling — just ; . 
like that one in Get particulars from your jobber or write us. ° 
your hand.”’ . 
F G C NY 
AULTLESS CASTER COMPANY 
EVANSVILLE, INDIANA 





NOELTING 


FAULTLESS CASTERS 


Makers of Quality Casters for a Third of a Century 
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SECOND GROUP 


Cash Awards for Retail Dealers in Towns 
With a Population of from 5,001 up to and 
including 10, 000 


WINNER OF FIRST AWARD—$250 
James Gribben, 
Thomasville, Georgia 
Population of Thomasville—Between 8,000 
and 9,000 


WINNER OF SECOND AWARD—$100 
Bashford-Burmister Co., 
Prescott, Arizona 
Population of Prescott—9,000 


WINNER OF THIRD AWARD—$50 
Beltrami Ave. Hdwe. Co., 
Bemidji, Minnesota 
Population of Bemidji—8,000 


50 Winners of $10 Awards 
Anderson Hdwe. Co., Morristown, Tenn. 














Army — Store, 203 E. Main, Ashland, 
re. 

Bachman, Floyd, 734 Main St.. Strouds- 
urg, Pa. 


Bartholomew, F. L., Cordele, a 

Basche-Sage Hdwe. Co., P. O. 
Baker, Ore. 

Bellinger Co., Junction City, Kan. 

Bell’s Hardware, Medicine Hat, Alta., Can. 

Bend Hdwe. Co., Bend, ee 

Bevill & Co., W. L., Loga 

Bischof Hdwe. Co. ine pm aoe cite Neb. 

Brown Hdwe. Co., Blytheville, Ark. 

Byrnes & Sons Hdwe., M., 511 Waldron St., 
Corinth, Miss. 

cee Hawe., Michael S., 128-130 W. Main 


Box 732, 


Glen Lyon, Pa. 
Doe’s Sport — 627 Fifth St., Santa 
see, « Smyth Hdwe. Co., Salisbury, 


Dowell, J. P., McKinney, Tex. 
Pgisaer Bros. Var. Store, Nebraska City, 


Fergus Gun Store, ale Falls, Minn. 
Frankoviz Hdwe. Co., 121 ncoln Ave., 
West, Fergus Falls, Minn 
Gaa Hdwe. Co., . P., 333 s. Sentucky Ave., 
Gatiin EezEe oath 123 N. Fr 
Ga e. Co., er, ont St., 
McCo Mis 


m 

Hearst Merc. Co., Lead, S. D. 

Hollingsworth-Youn Hdwe. Co., 434 Main 

St., ~~ reen, Ky. 

Howe & “Son, rt, Princeton. Ind. 

Huske Hdwe. a Fayetteville, N. C. 

Lankford Co., T. B., lisbury, d, 

ee ‘Schultz, Hawe. we 67- 709 Fifth 
ve., 

Manville wy gy d., The, Prince 
Albert, = ne my 

Maxfield Co., C. , Batesville, Ark. 


Washin on St., 
ti, Mich. st 


Ypsilan 
Onsbere Bera: uist Hdwe. Co., Wil 
Petersen Hawe. Newton, Iowa amine 
Peterson Hdwe. Co., Mitchell, Ss. D. 
Phelps Dodge Merc. 'Co., Douglas, Ariz. 
Powers Hardware, The, Webster City, Iowa. 
nn A T., 109 E. Main, Santa Paula. 


Ryan Co., The, Little Falls, Minn. 

Schad & Pulte. Hdwe., Gainesville, Tex. 
Standard Hdwe. Co., Weston, Ww. Va. 

Star Hdw. Co., Rockville, Conn. 

Stewart Co., J. M., Indiana, Pa. 
Thompson Hdwe. Co., Breckenridge, Tex. 
Tilton, W. ae Railroad St., St. Johns- 


bur 
Turk’s cenare. Norfolk, Neb. 
Twin Falls Hdwe. Co., Twin Falls, Idaho. 
a ee Co., R. C., Mt. Clemens, 


Weingand Bros., Hdwe., Hillsboro, I 
Weller Co., The. Scottsbluff, N ~ 4 


Winners of $5 Prizes 
wg Co., oo 2 ~~ are N. J. 
we. Co owney, Cal 
Ekblad Hdwe., Marshfield, Rios. 
Farmers Produce Co., 13 W. Central St., 
Chippewa Falls, Wis. 
Heil, ae ee NG 
Holloway dw o., L. F., Fremont, Neb. 
Joseph's, Paragould, Pot 
aes Merc Kalispell, Mont. 
Labbe, H. W., Cadillac. Mich. 
Miller iz ‘Bros., J. S., ‘Winchester, Va. 
Moulton, Wm. C. Canton. 
Oregon Hawe. & Impl. Co., La Grants. Ore. 
Phelps D re. Co., Morenci, Ariz. 
Pruitt, Barrett Hdwe. Co., Gainsville, Ga. 
Ra ideau Hdwe. Co., West De Pere, Wis. 
Robertson's Hardware, Gardena, Cal. 
ae ~~ E. “4 ne Block, Main 
armou 
Volkmanii ii & sons, 114 N. Spring St., Beaver 


Yost, r. “HH, Talladega, Ala. 


THIRD GROUP 


Cash Awards for Retail Dealers in Towns 
With a Population of from 10,001 and Over. 











So 
os 


HARDWARE AGE 


WINNER OF FIRST AwaRD—$250 
Burhans & Black, Inc., 
136-38 N. Salina St., Syracuse, N. Y. 
Population of Syracuse—200, 000 





WINNER OF SECOND AWARD—$100 
Cullum & Boren Co., 
Dallas, xas 
Population of Dallas—232,000 


WINNER OF THIRD AWARD—$50 
Steel Hdwe. Co., 


Wichita, Kansas 
Population of Wichita—72,000 


50 Winners of $10 Awards 
American ong Stores, Inc., Fairfield and 
Middle we... Bo ed Com, 

Anderson Hdwe. ork, P. 

Belcher & nna ‘Sie Co. 83-91 Wey- 

bossett re Mite Ga} R. I. 

Belknap Hdwe. Co., Louisville, Ky. 
Berwic Store co, Market $t., Berwick, Pa. 
Briggs & Thomas H., 0 Fayette- 
ville St. *Ralei N. C. 

ewe a ’Co., 2 “nega Asheville, 


Brownin oe. Co. den 
Fairfield Haw oe 








tah. 
eo Post Road, 
field, ‘Conn. 


Farmers Store Co. Eau Clair, Wis 
etme 314-1 ‘E. Broadway, 


Fox Brothers Hdwe. Co., Pine Bluff, Ark. 
Gadsden Hdwe. Co., Gadsden Ala. 
Gehl Co., The Henry, 1815 Breadiway, Mat- 


toon, Ill. 
Gilkey Hdwe. Co., enc meray ad Sen 
Gohres, Andrew, Hibbing, 
Harley Hdwe. Co. Waneveus, Ga. 
ese” ~Sentes tiawe. Co., San Angelo, 


Hayes Hdwe. Co., 618-22 Comme’l St., Em- 


poria, n. 

Jordan Hdwe. Co., The, Willimantic. Conn. 

Keith, Simmons Co., Nashville, Tenn. 

Kimball Gun _ Store, 1107 Broadway, 
Tacoma, Wash. 

Kimball-Upson Co., Sacramento, Cal. 

Lotz, C. W., 865 Joseph Ave., Rochester, 


Missoula Merc. Co., Missoula, Mont. 
Monroe Hdwe. Co., Inc., Monroe, La. 
Morehouse & Wells Co., Decatur, IIl. 
Morley Brothers, Sag inaw Mich, 

ae - ~ e. Co. 1 “1025- 1047 Elk St., Bell- 
New Yon ‘Spte. ian Co., 95 Chambers 


St. ; is. Se 
Nueces Hdwe. Co., Corpus Christi, Tex. 
Pettee & Co., W. J., Oklahoma City, 


Okla. 

Schindel, Rohrer & Co., Inc., 28-30 South 
Potomac St., Hagerstown, Md. 
Schmelzer Company, The, 1012 Grand, 

Kansas City, Mo. 
Senour Hdwe. Co., 7th Ave. & 22nd St., 
a, 


Fla. 
A., 607 Landis Ave., Vineland, 
Portland, Me. 


Pintratic. 


Tam 
Silverman, 
N 


Sportsman’s Supply Co., 
Stone Hdwe. & Impl. Co., Shawnee, Okla. 
Sullivan Hdwe. Co., Anderson, S. C. 
Sumner Co., Moncton, N. B., Canada. 
——- -Robinson & Williams Co., 78-80 
sylum St., Hartford, Conn 
Trilling” "bee. '‘Co., 1 Michigan Ave., 
Sheboygan, Wis. ' 
Van Deren Hdwe. Co., Lexington, Ky. 
Walker & Brown, Jacksonville, Il. 
Warner Hdwe. Co., 13 So. Sixth St., Minne- 
apolis, Minn. 
Warren Brothers, 2012 
Birmingham, Ala. 
Western Arms & Sptg. Goods Co., 115 S. 
Main St., Salt Lake City, Wtah. 
Wimberly }®, Thomas Hdwe. Co., Birming- 


ham, 
Woodruft _Hawe. Co., W. W., Knoxville, 


Werthiinaten Hdwe. Co., Inc., Staunton, Va. 
Winners of $5 Awards 


Allen & Jemison Co., Tuscaloosa, Ala. 
Ancora. Carl E., 100 State St., Racine, 
s. 
Anderson, A. J., Fort Worth, Tex. 
Babcock Hinds & Underwood Co., 
Binghamton, N. Y. 

Best & MeCar! Sptg. Goods Co., 123 N. 
Sixth Quincy, Ill. 

Biringer, Prank. — Shawnee St., Leaven- 


wort 
Brown-Rogers Co. .. Winston-Salem, N. C. 
Eureka, Cal. 


Buhne Co., H. H., 

eee “ahaa Hdwe. Co., Texarkana, 
rk. 

Campbell Hdwe. Co., Casper, Wyo. 

Central Hdwe. Co., The, Ironton, Ohio. 

Chambliss Hdwe. Co., Hattiesburg, Miss. 

Chambliss Hdwe. Co., Laurel, Miss. 

Colorado Supply Co., The, Pueblo, Colo. 

Cutler & wning. Co., Benton Harbor, 


Mich. 

Dakin. Sptg. Goods Co., 26 Central St., 
Bangor, Me. 

Daniel Co., Ine, 1015 Main St., Fort Worth, 


Second Ave., 


Inc., 
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Davis & 5 ase Sptg. Gds. Store, Salina, 


Davis-Standiford Hdwe. Co., Oklahoma 

Deirup Hawe. Co., 2061 Lakeport Ave., 
Sioux City, Iowa. 

Dopp Hardware, 354 E. Main St., Gales- 


burg, IIL. 
Doust & mvelnne. N. 2124 Hamilton St., 
Spokane, 

Economy Variety . The, Mattoon, Ill. 
Eschrich & Sons, Hy., Grand & Gravois 
Ave., St. Louis, Mo. 
Evans, J. W., 121 Hight St., 


a. 
— & a 914 Broadway, Brook- 


Fink, Arthur. C., 848 Joseph Ave., 
ter, 
Haynes & a G. O., 3150 North 27th St., 
Kansas City, Kan. 
a Lohmann Co., The, Grand Island, 


Pottstown, 


Roches- 


Hoskins we Young, pene, Kan. 


Hunter, Harry K., Terrace St., 
Muskegon, Mich. 
Idaho Hdwe. & Pibg. Co., Ltd., Boise, 


aho. 
Johannesen Bros., Orleans & Chester Sts., 
Baltimore, Md. 
meer * Son Hdwe. Co., A. J., Granite 
t 
Kelley Duluth Co., sar any Minn. 
Kennedy Hdwe. Co., W. A., Canton, Ohio. 
5019 S. 24th St., 


Laitner Hdwe., Jos., 
‘Archie. Tuscaloosa, Ala. 


Om , Ne 
Leland Co., Inc., 
Main St., 
Grand 


Lowle Hdwe. Store, J. E., 26 S. 
Gloversville, ; 
Lyons — Shop, 11 S. Fourth St., 


D. 
McAllister "Leamnber & Supply Co., Boulder, 


McLin Hdwe. Co., Inc., Astoria, Ore. 

Marks-Clavet- Dobie Co., Ltd., Port Ar- 
thur, Ont., Canada. 

Marx Hdwe. Co., In Monr La. 

wee Kratovil, 463 State “St.. Spring- 
€ 

Maxwell Sothern, Coffeyville, 

Michael-Ferguson Co., 203 


Paducah, Ky. 
Mills a 39 N. Main St., 
ale, 
Morris Hdwe. Co., 109 N. Main St., Hutch- 
inson, Kan. 
Co., 305 W. Main St., 


Moseley Hdwe. 
_ Summit Ave., 


Kan. 
Broadway, 


Carbon- 


arion, . 
Mueller’s Bird Store, 
Jersey City, N. J. 
Myers Hdwe. Co., The, 
Canada. 
Nelson Hdwe. Co., Roanoke, Va. 
Nolte, Henry K., 117 Mt. Vernon Ave., 


Mt. Vernon,  # 
North ~ Hdwe., 4112 N. 24th St., Omaha, 
Ne 


Stratford, Ont., 


Novotny, Einck & Kuesel. St. Paul, Minn. 
Ogden Sptg. Goods Co., 2309 Washington 


Ogden, Ut 


ah. 
E., 30 Front St., Port Jervis, 


Ave., Hot 


ve., 
Palmer, A. 
ss 


Patton & Norton, 837 Central 
Springs Nat’l Park, Ark 
Pleasant Street Pharmacy, 34 ‘Pleasant St., 


Concord, N. 

Powell Hdwe. Co., ‘230 Powell St., Van- 
couver, B. C., Canada. 

Raymer Hadwe. Co., 58 East Fifth St., 
St. Paul, Minn. 

Rembaugh Hdwe. Co., 907 Main St., Win- 


field, Kan. 
Schlatter & Co., C. C., Fort Wayne, Ind. 
Schmidt & fon, J. 


G., 141 N. Main St., 
Memphis, Tenn 


Schwarz Bros. Hdwe., 6448 Gratiot Ave., 

Detroit, Mich. 
Sheehy, E. J., 223 Morrison St., Portland, 
Charlotte, 


re. 
aaa ae abe Hdwe. Co., 


Spencer Hadwe. Co., 34 Main St., Keene, 
i ae 

Standard Hdwe. Co., Gastonia, N. C. 

Strong Hdwe. Co., 289 Burnet St., 
Brunswick, N. 

Taylor Co., G. H., 474 Main St., Wakefield, 
Ma ss. 


Tenk Hdwe. Co., Quincy, Ill. 

Tissier Hdwe. Co., Selma, Ala. 

Treat Hdwe. Corp., 475 
Lawrence, Mass. 

Tritch Hdwe. Co., Denver, Colo. 

Tucson Sptg. Goods Co., Tucson, Ariz. 

Turner, J. Marion, Ohio. 

Ware Bros, ( Co., 525 Sprague Ave., Spokane, 


ash 
Watt Hdwe. Co., Waycross, Ga 
Webster Brothers, 1232 Hertle Ave., Buf- 


falo, N. 
Ween, C. +, 213 E. High St., Jefferson 


Whitefield ‘Hawe. Co., Sioux Falls, S. D. 
Wieland Hdwe. wy ‘West Duluth, ian. 
Winter Hdwe. a St. Paul, 

Yorke & o & Wadsworth Hdwe. Co., wT 


New 


Essex St., 
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“The cutest little kettle’—that’s the feminine reaction to 


this dainty Kettlette. 


It is a sturdy, solid copper tea kettle, a typical Rome 
kettle, made in a petite, enticing style. 


It is just the kettle for kitchen- 
ettes and table stoves—and the 
field of sales is unlimited. We 
offer you the kettlette in keeping 
with our policy to make utensils 
for which there is a demand, 


There are hundreds of “apartment 
dwellers’? and many small families 
who are looking for a tea kettle 
just like our kettlette. 


Furnished in polished copper or 


ROMIE 


ROME MFG. CO., Office and Factories: ROME, N. Y.| 


nickel plate; No. 5 size, 6% inches 
in diameter, about 2-quart capac- 
ity; No. 6 size, 7% inches in diam- 
eter, about 3-quart capacity. 


Add the kettlette to your Rome 
line of tea kettles and you can 
meet every desire. The 

Tea Kettle Family” is so com 

in range of size, style and 

that business keeps coming to the 
dealer carrying it. 


Ask your jobbers or write us. 





Branches: 


NEW YORK, 342 MADISON AVE. 
SAN FRANCISCO, 610-614 WELLS FARGO BUILDING 


BOSTON, 660 INDIA STREET 
SEATTLE, 302 PIONEER BLDG, 
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Rocky Road Ahead of P.O.Department’s 
Bill to Boost Postage Rates 


Vigorous Protests Against Increase in Rates on People’s 


(WASHINGTON, Jan. 5, 1925) 


Ty HE truth is mighty and shall pre- 
vail. This fine old maxim has 
served as a text for a score of 
publishers of newspapers, magazines 
and trade journals who have spent sev- 
eral days during the past week before 
a Senate committee attacking the re- 
liability of the Stewart cost-finding 
commission’s report upon which Post- 
master General New has based his bill 
providing for a hundred per cent boost 
in the postage rate on the public’s read- 
ing matter. 

Some of the truths that have been 
demonstrated by this testimony are 
worth setting down in order, as fol- 


lows: 
Some Cold Facts 


1. That the Stewart report which 
alleges that the second class mail is 
now carried at a loss of approximately 
$75,000,000 per year is a misleading 
jumble of arbitrary figures about as 
comprehensible on the whole as the 
Einstein theory but bristling with 
demonstrable fallacies. 

2. That gross favoritism is shown by 
the cost-finding commission in its ten- 
der treatment of the parcel post, while 
its attitude toward second class mail is 
little short of vindictive. 

3. That the cost-finding commission’s 
report contemplates a new system of 
postal accounts under which the rural 
free delivery, which ever since its es- 
tablishment has been operated “in the 
interest of special classes” at an almost 
total loss now amounting to nearly 
$90,000,000 per annum, is to be made 
self-sustaining by crediting it with the 
proposed increased income from the 
handling of newspapers, magazines, 
business journals, etc. 

4. That ever since its creation the 
parcel post has operated as a gigantic 
subsidy to the big mail order houses. 


The Trail of the Catalog Concerns 


5. That the fine Italian hand of the 
mail order concerns is now apparent in 
the protests certain so-called “farm 
organizations” are making against any 
increase in the rates on parcel post. 

6. That the postal service will be- 
come self-supporting in three or four 
years, under the existing schedule of 
postage rates, for the reason that with- 
in that length of time the blighting ef- 
fect of the increased rates imposed by 
the war emergency legislation will have 
been overcome by the gradual growth 
ef the country and its business. 

7. That if a fair rate of postage 
were charged upon the thousands of 
tons of matter now sent free through 
the mails by Congress and the depart- 





Reading Matter 


By W. L. Crounse 


ments there would be a surplus instead 
of a deficit in the postal revenues. 

8. That any increase in second class 
mail rates at this time, instead of 
building up the postal revenue, will re- 
sult only in excluding many publica- 
tions from the mails, wholly or partly, 
thus augmenting the present deficit 
many millions of dollars. 

9. That the pending bill to increase 
rates cannot pass at the present ses- 
sion of Congress if its opponents main- 
tain a solid front against it until the 
public learns of the probable effect of 
its provisions. 


An Extraordinary Cross-Word Puzzle 


“We have been presented here with a 
report on fourth class or parcel post 
matter like a crossword puzzle,” said 
A. J. Baldwin, president of the Na- 
tional Publishers’ Association. “The 
leading vertical word is one beginning 
with a synonym for a forest product 
and ending in ‘pile,’ while the principal 
horizontal word describes a gentleman 
of oe descent whose first initial 
is ” ” 

“No more credence should be given 
this report,” said Elisha Hanson of the 
American Newspaper Publishers’ Asso- 
ciation, “than was given a report pre- 
pared under the direction of Mr. Stew- 
art in 1907-8, which was rejected by 
the department, by the President and 
by Congress as unsound in theory and 
unsafe in conclusion.” This former re- 
port, Mr. Hanson stated, was charac- 
terized by the Hughes commission, 
composed of the present Secretary of 
State, President Lowell of Harvard 
University and Harry A. Wheeler, for- 
mer president of the United States 
Chamber of Commerce, as unreliable 
and abounding in errors and inconsis- 
tencies. 


The Post Office Department’s Obsession 


“The indictment has already been 
made against us,” said Mr. Baldwin. 
“The renort was framed and collected 
with the specific purpose of showing 
the cost of second class mail. 

“The report is absurd as a basis for 
ratemaking. The department has an 
obsession that its deficiencies are 
caused by handling second class mail, 
newspapers and magazines, and this 
contention has been uttered so often 
that the jury has been convinced.” 

Referring to the fact that the de- 
partment proposed to overcharge sec- 
ond class mail $29,000,000 of the cost 
of rural free delivery service, Mr. Han- 
son said: 

“The 1907-8 report based the charge 
for rural delivery on the number of 
pieces delivered. The present report 





bases the charge on the number of 
stops made by a carrier. 

“If pieces were right then, are stops 
right today? And if pieces were wrong 
then, are stops right today? 


Cost Basis Is Ridiculous 


“It is ridiculous to use stops as a 
basis. The same charge is allocated 
for delivering a postal card as a wash- 
ing machine. The charge is the same 
for delivering a newspaper as a hun- 
dred baby chicks. It’s the same for de- 
livering a letter inclosing a $1,000 
draft as for a pamphlet soliciting 
funds for a European lottery. 

“The rural free delivery service,” he 
continued, “handles only 340,000,000 
pieces of mail out of the entire 22,250,- 
000,000 which the Post Office Depart- 
ment handles. But the free delivery 
service costs the Government $87,000,- 
000 annually and the department 
wishes to allocate $29,000,000 of this 
cost to us, although it handled only 
147,000,000 pieces of second class mail. 
The rural free delivery service cost the 
Post Office Department one-seventh of 
its entire expenditure, but the rest of 
the postal service handles sixty times 
as many pieces of mail. 

“Congress, when it created the rural 
mail delivery, provided that it ‘shall be 
extended so as to serve as nearly as 
practicable the entire rural population 
of the United States.’ 

“Now, there is your policy,” Mr. 
Hanson continued. “Talk all you may 
about putting the Post Office Depart- 
ment on a an basis, but 
you still have the rural free delivery 
service, which was authorized by Con- 
gress, which costs more than $87,000,- 
600 annually, a sum one-seventh the 
entire expenditure of the Post Office 
Department, but which carries only 
one-sixtieth of the entire volume of the 
mails.” 


Protest of Farm Paper Men 


“What I want to know,” said C. P. 
Jenkins, chairman of the postal com- 
mittee of the Agricultural Publishers’ 
Association, “is why second class mail, 
which constitutes 23 per cent of the 
total weight carried by the Post Office 
Department, is put down as incurring 
a deficit of $74,000,000, and parcel post 
mail, which constitutes 63 per cent of 
the weight, is given a deficit of only 
$6,000,000.” 

Mr. Jenkins assailed the zone system 
under which second class mail is trans- 
ported, saying that since the war raises 
twelve farm papers had gone out of 
existence, and cn his own paper he 

(Continued on page 109) 
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Cutlery—The Line That Always Responds lo 
Sales Efforts 


By JOHN CASSIN—A Man Who Knows 








LT 





of his market. 


HE size of the retailer’s cutlery business is determined by his energy 
plus his- knowledge of merchandising this line and the possibilities 


In this installment of his series of articles on cutlery merchandising, 
John Cassin discusses this phase of cutlery merchandising from a pre- 
eminently practical standpoint, and gives you some specific recommenda- 
tions as to the best way to bring your cutlery stock to the attention of 


prospective buyers. 








the wish or desire is father of the thought. 
In every day life often the thought establishes 
the seeming fact. 

So when my good friend, the cutlery manu- 
facturer, says cutlery is a small business—he has 
but to say that a few times and soon his cutlery 
business is small. So it is with the jobbers and 
retailers who look upon cutlery as a small part of 
their business, the thought or impression they have 
of the business makes their cutlery business small. 

Recently we have had many striking instances 
to prove that when working brains are applied 
to the subject—cutlery can be made a business of 
fair size as well as being one of the great trade 
magnets belonging to the hardware trade. Dur- 
ing the past few years cigar and drug chain stores 
have sold millions of dollars’ worth of safety razors 
and blades. Dry goods stores have sold hundreds of 
thousands of dollars’ worth of kitchen and house- 
hold cutlery, shears and scissors—drug stores have 
sold great quantities of manicure scissors, nail 
files, etc. As a whole the hardware trade has not 


id childhood we have been told that often 


made any effort to retain this business. In most 
instances these stores have sought cutlery. 

If a hardware retailer deliberately set out to 
divert trade from the hardware store by displaying 
sign reading— 


Ladies—don’t come in—the dry goods store is 


‘the place to buy scissors, shears, household and 


kitchen cutlery. 

Men—Boys—Go to the cigar and drug stores 
for razors, blades, strops, shaving brushes and 
soaps; you may also see there a pocket knife you'll 
like, so we won’t have to sell you one. 

Ladies—Girls—Go to the drug store for mani- 
cure scissors, nail files, etc. What would you think 
about him? 

If he creates the impression and accomplishes 
the fact without signs, isn’t he entitled to the 
same opinion you were just about to express? Just 
so—but he’s not—he has neglected cutlery. only 
because he has thought about it (if at all) as a 
small business. 

The hardware trade as a whole or even a very 
small part of it has not realized or known that 
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cutlery properly handled can be sold in large 
quantities—that a good cutlery display will attract 
as much attention any one of the 52 weeks of 
the year as any other line of merchandise the 
hardware store can show. That a cutlery display 
that is not confusing will create sales—and draw 
people to the store. That cutlery and tools, the 
first cousins in the hardware store, do as much if 
not more to create and establish the retailer’s repu- 
tation as a dealer in quality goods—than other 
lines of merchandise—because these goods are pub- 
lic appeal items—the public is always attracted 
by cutlery displays—and when these displays in- 
clude neat cards, plainly stating the purpose of 
the merchandise displayed—sales are better than 
when the public is left to guess the purpose the 
merchandise is intended for. 

From the observer’s point of view the interesting 
part of this unconscious diversion of part of the 
cutlery business from the hardware to the dry 
goods, cigar and drug stores is accomplished by 
these stores with great difficulty—yet could be re- 
tained by the hardware store with little effort. 
Even the hardware dealer who has not thought 
much about it has absorbed a basic knowledge of 
cutlery that permits him to distinguish between 
poor, ordinary and good cutlery as well as to know 
the purpose for which the numerous patterns are 
created, so that when he once realizes the extent 
of the potential market for cutlery he can, if he 
will, apply intelligent thought to the subject and 
create a good profitable cutlery business as well as 
making cutlery serve to assist his entire business. 

The dry goods, cigar and drug stores are without 
this basic information—they don’t always buy the 
kinds of cutlery best suited for their purpose—nor 
are they able to present the merchandise as in- 
telligently or at least as knowingly as the hardware 
man. Their lack of knowledge about the merchan- 
dise and business prevents them having the best 
assorted stocks for their purpose. While cigar 
and drug stores are selling lots of razors, blades, 
shaving sundries and are beginning to handle 
pocket knives, and many dry goods stores are sell- 
ing large quantities of scissors, shears and house- 
hold cutlery, I don’t find many of these stores suc- 
cessful with general lines of cutlery. The dry 
goods stores seem to sell scissors, shears and house- 
hold cutlery because they are women’s stores—the 
cigar and drug stores are able to sell lots of public 
demand items like safety razors, blades and shav- 
ing soaps; goods they can hand over the counter 


like cigars and packages of gum; but when it comes 
to really selling a good knife, a set of table cutlery 
or carvers, they don’t know how. The hardware 
dealer has to do that and whenever he wants to 
SELL the cutlery items these other stores handle 
because they sell quickly and are easily sold—he 
can do so. In one of our cities of more than 70,- 
000 population—the center of a thickly populated 
country—the hardware stores dominate and control 
the sale of all parts of the cutlery business. In that 
city are four big dry goods or department stores, 
two drug stores belonging to one of the big chain 
store systems and cigar stores belonging to each of 
the two leading cigar chain store systems, as well 
as many smaller drug and cigar stores. 

As it was unusual to find hardware stores fea- 
turing safety razor blades, shaving soaps and 
creams, scissors and shears and kitchen cutlery, I 
was impressed with the counter and window dis- 
play of these goods in the first hardware store I 
called upon in that city. Inquiry brought forth the 
reply that they always featured these goods and 
easily sold lots of them. I visited the other hard- 
ware stores located in the downtown or business 
section of the city—what a pleasant surprise to 
find each displaying and selling freely of these 
quick seiling cutlery items. 

Wondering about how such a pleasant, profitable 
situation occurred, especially in a size town where 
the dry goods stores, cigar and drug dealers usually 
break in on this kind of business, I started investi- 
gating and while I found that every one of the 
leading hardware stores of the city was selling 
freely of these goods—the credit or reason for 
them doing so was due to the efforts of one man. 
One of his friendly competitors explained it this 
way—“Yes, all of us sell cutlery—Jim (naming the 
man who started the movement) has always been 
fond of cutlery, even when his business was com- 
paratively small he featured it—always keeping 
prominently displayed the staple every day selling 
items like razor blades, shaving soaps, etc., and giv- 
ing special attention to kitchen knives, scissors, 
shears and items women buy—some one once told 
him that women buy most of the merchandise that 
is used, so he has been a believer in featuring 
goods that attract women, and he sure does get 
their trade. Naturally the rest of us feature cutlery 
more than we would if we hadn’t had a pacemaker 
like Jim.” ; 

Jim’s store is not a women’s store, it is an up 
to the minute hardware store selling hardware, 








John Cassin 


HE best way to obtain results in selling pocket cutlery is to first 
on construct an assortment suitable to your location and opportu- 
nity. This assortment should include patterns of a proper price 


“Getting 
Results”’ 


range so selected as to fit the requirements of each kind of customer 
in your community. Knives bought in a haphazard way frequently 
bring only infrequent and haphazard sales. 
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Are YOU Earning Your 100% 
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tools, sporting goods, cutlery and kindred goods to 








the extent of more than $600,000 per year. This 
excellent condition with the hardware dealers 
made me wonder what the dry goods, drug and 
cigar stores in that town were doing with cutlery 
—nothing—none of them had enough kitchen 
cutlery, shears or scissors to warrant the state- 
ment they handled cutlery. I questioned the buyers 
and owners of several of these stores—all said they 
couldn’t successfully sell cutlery—the hardware 
stores held the cutlery business. While for my pur- 
pose I have probably used the strongest and best 
situation I know of, yet by no means is this an 
isolated condition—throughout the country hard- 
ware retailers are going after the cutlery business; 
they know the men who buy razor blades and 
shaving soaps buy other goods where they form 
the habit of purchasing and that women find many 
attractive, serviceable items in hardware stores, 
so it is easy to understand why the retail hardware 
dealers are keen about the staple everyday selling 
cutlery items salable to men and women. 

Recently I have used every opportunity to ask 
women where they purchase cutlery items and the 
one thing about all others brought out in these 
talks is—women have the impression that cutlery 
purchased in hardware stores is of better quality 
than cutlery purchased elsewhere. 

Guard and develop that impression, notwith- 
standing that impressions often appear stronger 
than facts. Make it a fact that hardware stores 
sell good cutlery. 








How Does Your Average 


Compare With This? 


The average pocket knife sales are as follows: 
In Ordinary Stores Approximately . $1.00 each 


In Better Than Ordinary Stores.. 1.15 each 
I 6g ik 6 ek eas oe 1.50 each 
In Exceptional Stores............ 2.00 each 


How About Sales in Your Store? 








on Razors? 


“NO MORE GUESS WORKIN 


ake Good or we 





Must M 


The SALESMAN THAT GETS RESULTS 


for You on Straight Blade Razors 


The demand for this type of shaving instrument 
is daily increasing, due to the general dissatisfac- 
tion with the so-called Safety Razor. 

This Assortment uaaiae of 12 Genco 
Razors. Absolutely Guaranteed. Price to You, 
Mr. Dealer, $12. 

No charge for Cabinet. 

Sold Through Jobbers Only. 


GENEVA CUTLERY CORPORATION 
GENEVA, N. Y. 














Every customer for a knife is a cus- 
tomer for the 






Display them with 
your cutlery! 


ACE HARDWARE 
MFG. CORP. 


Philadelphia 
Chicago San Francisco 
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BRAND” ” 
POCKET KNIVES 


Our best Advertisement is our 
Product. . 


“Hammer Brand” Pocket Knives 
are made of the best materials ob- 
tainable, by skilled Artisans work- 
ing unhurriedly under the old-fash- 
ioned plan o Quality first. In 
“Hammer Brand” Knives you be 
the essential that makes rr 
knives possible—S KILLED 
WORKMANSHIP. 
Our best method of Advertising is 
assisting our Distributors to ac- 
quaint their customers with 
worth of “Hammer Brand” Knives 
and how to effectively use the Sales 
_ Helps we supply. 








NEW YORK 
KNIFE CO. 
Walden, 


New York 
U.S. A. 
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Washington Information 


paid an increase of 550 per cent post- 
age. In dollars this amounted to $180,- 
000, as against a former $24,000, al- 
though he now had a larger mailing 
list, he stated. 

“The zone system is so complicated 
that sometimes I believe the deficit in 
the Post Office Department must be 
created by the number of clerks they 
have to hire to calculate the details,” 
Mr. Jenkins said. 

Seventeen of the forty members of 
the organization he represented had 
told him the proposed bill would mean 
an increase to them of $265,994 in post- 
age, he told the committee. 

“A distinguished Senator who would 
not be quoted told me it would mean 
$200,000 to him,” the witness said—a 
remark that was taken to refer to Sen- 
ator Capper of Kansas, publisher of 
a Weekly and other publica- 
10ns, 


Farm Organizations Defend Parcel 


Post and R. F. D. 


That the farmers—possibly assisted 
by the big mail order concerns—are 
working to prevent any increase in the 
parcel post rates or any reduction in 
the appropriation for rural free deliv- 
ery was made clear during the hear- 
ings by a statement given out by the 
American Farm Bureau Federation, 
which protested against the adoption 
cf the department’s recommendation 
that parcel post rates be raised so as 
to bring in $12,000,000 annually, al- 
though the Stewart report shows a def- 
icit of but $7,000,000 due to this class. 
The proposed increase was denounced 
as “an effort again to saddle on to the 
farmers an unjust proportion of Gov- 
ernment expense.” 

_The_ statement cited recommenda- 
tions for increases in second class mail 
rates to bring $11,000,000 additional a 
year against a loss placed at about 





(Continued from page 96) 


$74,000,000 in the report, and for an 
$18,000,000 increase on third class mail 
to cover a loss put at $16,000,000, as 
cvidence of “unreasonableness in the 
proposed raise in fourth class rates.” 

“Although we have not had access to 
the detailed figures of the department,” 
the statement said, “we believe that the 
greatest loss incurred in handling par- 
cel post packages cannot be charged to 
the use made of parcel post by the 
farmers. Even if it could be so 
charged, there is ample argument for 
connecting the city and the country, 
even at some actual expense.” 


That Franking Privilege Abuse 


“T don’t see why Government depart- 
ments should be permitted to send tons 
of literature free,” said Mr. Baldwin in 
a supplemental statement. “Look at 
the Shipping. Board literature. You 
don’t ask the Shipping Board or its 
patrons to make up the cost of this, 
but you do ask second class mail to 
do so.” 

“The loss through the franking privi- 
lege reached $7,000,000 annually, Mr. 
Baldwin said, and the total loss through 
all “penalty classes,” as privileged mail 
is called, equaled $39,000,000. 

“I know Congress has a mandate to 
raise postal salaries, but I do not agree 
that it has a mandate to increase seé- 
ond class mail,” the witness remarked. 
“The two subjects are entirely differ- 
ent, anyway. 

“Never before in the history of the 
Post Office Department was there a bill 
combining two things. Any bill which 
attempts to unite two things is a 
vicious measure. 

“Congress during the war considered 
two subjects in one bill, when a revenue 
measure was combined with a raise in 
second class rates. The increase in 
postage was tremendous. We were told 
that it was an emergency measure, but 





it is still there. Under this bill the 
bias on one part is apt to warp the 
judgment on the other.” 


Some Graphic Comparisons 


The effect of the proposed increases 
in second class rates was forcibly pre- 
dicted by Mr. Hanson. Speaking of 
the 600,000,000 pieces of mail which 
have been driven away from the post 
office to other distributing agencies by 
the high rates adopted during the war, 
he said: 

“The volume of second class mail has 
decreased that much in eleven years. 
Those 600,000,000 pieces would mean 
the entire circulation of the New York 
Times, the Chicago Tribune, the Bos- 
ton Globe, the Kansas City Star and 
the Los Angeles Times. 

“Of course, those papers have not 
been taken out of the mails, but cer- 
tain publications have been thus ex- 
cluded from the mails to the extent of 
600,000,000 pieces. The increases have 
raised the department revenues from 
0.95 of 1 cent per pound to 2.16 cents 
per pound since 1918, but no other 
branch of the service has been in- 
creased at all. Second class mail is 
paying 125 per cent more revenue to 
the Government than it paid six years 
ago, but it is past the point when ad- 
ditional increase in postage will pro- 
duce additional revenue. 

“The 1917 law caused daily news- 
papers to lose 15 to 40 per cent of their 
mail circulation when they tried to pass 
the cost of the law on to their subscrib- 
ers. Although second class mail has 
had one-seventh of its total number of 
pieces driven out of the mails in eleven 
years, fourth class mail has quadrupled 
in volume and has multiplied fifty 
times in the amount of weight han- 
dled, but it has had two rate reduc- 
tions, while second class mail has been 
increased four times.” 





Big Boom in Paint Industry 


Census Bureau Report Shows 47.3 Per Cent 
Increase in Value in 1923 


( Washington office of HARDWARE AGE) 

HE industry engaged in the man- 

ufacture of paints and varnishes 

enjoyed a veritable boom in 1923 
as compared with 1921, according to 
data collected by the Census Bureau 
and now made public. The establish- 
ments engaged primarily in this in- 
dustry reported in 1923 products 
valued at $404,134,231, an increase of 
47.3 per cent as compared with 1921, 
the last preceding census year. 

For the paint industry the total 
value of products reported was $291,- 
123,738, an increase of 43.4 per cent 
as compared with 1921. For the 


varnish industry alone the total out- 
put of products was valued at $113,- 
010,493, an increase of 58.6 per cent. 

For the major groups of products 
(including paints and varnishes man- 





ufactured as subsidiary products by 
establishments engaged primarily in 
other industries) the statistics show 
the output for 1923 and the rates of 
increase as compared with 1921 as 
follows: 


Colors Show Maximum Increase 


Colors (pigments), value, $88,446,- 
196, an increase of 85.7 per cent. 

Paints in oil and in prepared form, 
value, $48,751,938, an increase of 4.6 
per cent. 

Paints in oil, ready-mixed, quantity, 
69,623,976 gallons, an increase of 44.8 
per cent; value, $123,547,880, an in- 
crease of 35.6 per cent. 

Water paint and calcimines, value, 
$9,141,865, an increase of 104 per 
cent. 





Varnishes and Japans, value, $118,- 
183,673, an increase of 66.1 per cent. 

Of the 828 establishments reporting 
for 1923, 132 were located in New 
York; 100 in Pennsylvania; 90 each in 
Illinois and Ohio; 70 in New Jersey; 
57 in California; 37 in Missouri; 34 
in Massachusetts; 20 in Michigan; 23 
in Indiana; 22 in Maryland; 21 in 
Kentucky; 17 in Minnesota and the 
remaining 109 in 23 other States and 
the District of Columbia. 

The 602 establishments engaged in 
the production of paint in 1923 em- 
ployed 17,182 wage earners who re- 
ceived $21,830,251 in wages. This 
was an increase over 1921 of 23.8 per 
cent in the number of wage earners 
and of 25.2 per cent in the total wages 


aid. 

, The 224 establishments producing 
varnishes in 1923 employed 5636 wage 
earners who received in wages $8,040,- 
944. This was an increase over 1921 
of 36.2 per cent in the number of wage 
earners employed and of 37.2 per cent 
in the total wages paid. 
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This Paw Makes 
Quick Work 


of Mean Jobs 





Blackhawk ingenuity created 
this pair of husky, hard work- 
ing wrenches. They clean up 
a bunch of jobs that used to 
take a whole kit of tools. 


Both 4 in 1 Universal Rim 
Wrench and Ford Wheel As- 
sembly Wrench have drop 
forgings for the four-size 
socket head. Both are exclu- 
sive, patented tools. Liberal 
discount to trade. 


Jobbers: Get discounts and 
catalog. 


American Grinder 
Mfg. Co. 
Dept. E-1, Milwaukee, Wis. 













Just a flip of the wrist 
and you have the de- 
sired socket size in 
position ready for work. 
Only a second’s time. 





Blackhawk “4 in 1” Uni- 
versal Rim Wrench. Handles 
practically all rim bolt sizes 
from Ford to giant pne- 
matics: 5%”, 44”, %”, and 
%”. Handle %”, steel— 
4%” heavier than ordinary 
wrench. Drop forged socket 
head. List price, $3.95. 


BLACKHAWK 


Welded@wrenches 


Copyright 1924 by A. G. M. Co. 














Don’t Spill Alcohol 
On Radiators 


Brookins Liquid Measures 
are just the thing for filling 
radiators with denatured al- 
A cohol. The flexible metal 
4 hose can be inserted in the 
radiator, so that no alcohol 
slops over and spoils the fin- 
ish on the hood. The thumb 
release gives positive control 
on the amount of alcohol 
that goes into the radiator, so 
that none is wasted. 


Hold the Confidence of 


Your Customers 





When a customer asks for Medium 
Brookins Instant oi], don’t pick up a container pre- 
Permanent steel viously filled, and empty it into his 
charts. engerapbes crankcase. He can’t be sure that 


weather proofed 2 he’s getting what he asked for—and 


baked enamel. 


chart shows price per no customer likes that. 


ponding quantity . 
prices from one tO |T)raw the oil from a tank that is 


twenty galions. Sup- 


plied in both even marked “Medium.” Let him see it 


cents and half-cents. 


Complete pric + 
Complete price range flow into an open Brookins measure. 


fits directly on pump “|’hen—without bothering about a 


—can be changed in- . “a 

stantly. Insures ac- fiunnel—carry it to his car, insert 

curate price quotation ; a - 

— eliminates dis - the Brookins flexible metal nozzle 
in the oil port, and press the thumb 


valve. That’s all. 


You won't spill or waste a drop. 
You only make one trip for a quart 
or a gallon. You'll give him quick- 
er service. And he'll know that 
he’s getting what he asks for. 


Made in copper finish in one, two, 
four and five quart sizes. 





Practically all jobbers carry 
Pe ey ll 3rookins Oil Measures in stock. If 
gency Gas Can your jobber doesn’t, write us for 
A sturdy two-gallon samples and prices. Write for de- 


can,  fitte " . . 

flexible metal tube scriptive matter on Brookins Emer- 
instead of a_ snout. a 

Carries any distance gency Gas Can and Brookins In- 
Flexible tube reaches stant Price Charts for Gasoline 
any gasoline intake > 

port without funnel— i umps. 

no spilling, no waste, 


ency service can that THE BROOKINS MFG. CO. 


will be appreciated ° ° 
by every customer. 342 Xenia Ave. Dayton, Ohio 





SERVICE STATION EQUIPMENT 
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eueeeeaen Beware the Dead Level! 


T is a comfortable path to follow—for a time at 
least. However, if we are lulled into a measure 
of contentment and continue to follow the dead 
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AMERICAN BRAND 
Screen Wire Cloth 


“The Recognized 


Leader” 


Satisfactory service to the 
consumer, year in and year 
out, has won for GALVANOID 
the pre-eminent favor of the 
trade. 


It is heavily zincked after 
weaving by our modern elec- 
tric process. Then a trans- 
parent coating of varnish is 
baked on. This protects the 
attractive finish, and adds to 
the firmness and durability of 


GALVANOID. 


Order now and take ship- 
ment early so as to assure your 
supply. If your jobber can- 
not furnish GALVANOID, ad- 
vise us and we will see that 
you are supplied. Your trade 
will appreciate the even mesh, 
uniform finish and the long 


wearing quality of GAL- 
VANOID. 


Do not accept substitutes. 
Look for the red-lettered tag. 


We also manufacture 
“AMERICAN BRAND” 
Painted—Bright Galvanized— 
Bronze — Copper — Special 
grades for particular require- 
ments. 
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American Wire Fabrics Corporation 
, : Subsidiary of 
Wickwire Spencer Steel Corporation 


General Offices: 41 East Forty-second Street, New York 


Western Sales Office: 208 So. LaSalle Street, Chicago 
wi orcester—Buffalo—Philadelphia—Cleveland——Detroit 
San Francisco—Los Angeles—Seattle 


level, the time will come, and that at a none too dis- 
tant date, when we will be unable to pull ourselves out 
of the low-lying plane to which we have fallen. 

In India the caste system is so thoroughly ingrained 
in the minds of the people that they, almost regardless 
of the caste to which they belong, follow the dead level 
as a matter of course. 

Their religious, social, and moral belief teaches them 
that souls are reborn thousands of times, and that 
those who are in a poor and miserable condition here 
and now, are only suffering their just deserts for 
wrong doing in some previous stage of existence. 
Consequently, those more fortunately situated, say: 

“We have no right to interfere with the plan of 
Divine justice. They must struggle up themselves and 
learn their lesson, so that in the next incarnation they 
will be in more favorable and pleasanter surroundings.” 

And the rich and powerful follow the same reasoning 
in their own case and say: 

“We are reaping the rewards of what we did when 
we were on earth at some earlier time. This, too, is 
Divine providence, and so we have only to live as we 
are doing now, and we will be promoted to a higher 
plane yet in the next life.” 

So all the different castes live strictly by themselves 
and have nothing to do with the other castes, thus 
following the dead level to which they were born. 
These conditions are all but insurmountable obstacles 
to progress, and only as the people of India are 
shown the folly of the caste system, can they hope 
to move forward and make real progress. 

In this country we are very likely to think ourselves 
superior to strange superstitions of this character, 
and yet many a man takes it for granted that he is 
born to be commonplace, or a small business man of 
indifferent consequence in his community. Perhaps 
even in his most optimistic moments he does not allow 
himself to think of the possibilities of being able to 
climb more than one or two notches higher, and so he 
soon drops to the dead level and after awhile loses the 
strength and ability to change his condition. 

Dead levels are greatly to be feared! 

Happily, we live under a form of Government and 
in a business environment where we can step up and 
keep on stepping up. There is no excuse for the dead 
level type of mind today. Where we meet such a one 
we find a person suffering from paralysis of will power 
and mental astigmatism. The longer the case is 
neglected, the more hopeless it is. + 

The most effective way to keep off the barrens of 
dead level plans is to cultivate a normal and healthy 
ambition. To look about us constantly for examples 
of what other people have achieved, and to be inspired 
by their example to make the most of our time and 
opportunities to step up. 

In our colleges and universities there is reed: in 
the springtime, what is known as Moving-Up-Day. 
At this time the Seniors appear about the campus and 
in their class rooms in caps and gowns. And those 
who have been Juniors now become Seniors. The 
Sophomores become Juniors, and the Fresh joyfully 
move up into the ranks just vacated by the Sopho- 
mores. This leaves the first four ranks open for the 
new registrants in the fall. 

In life we should hold ourselves strictly to the pass- 
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ing of our examinations or tests in the business 
struggle, and we should demand of ourselves that 
regularly and happily we are entitled to promotion— 
to moving up. 

No one can promote us. We do it ourselves by our 
own mastery of our individual tasks. 

Only continual business promotion will prevent the 
menace—the deadly menace of the dead level. 

Why condemn ourselves to the stultifying influence 
of a self-inflicted caste system? Forget it. 

Prepare for promotion. Beware the deal level!— 
The Automobile Trimmer and Painter. 





“Don't “Sympathize’ with 
the Prospect” 


‘6 ON’T ‘sympathize’ with the prospect,” says a 
recent bulletin sent out by a large concern 
selling through the retailer, and goes on to 

give some good advice to salesmen on the dangers of 
falling in with the customer’s tendency to pity himself 
on the score of high prices, taxes, etc. Too many 
salesmen, out of a desire to seem to agree with the 
prospect, join him in creating an atmosphere of gloom 
over politics, income taxes, governmental scandals, or 
what not, in the midst of which it looks like a monu- 
mental folly to buy anything. The successful sales- 
man, the bulletin points out, must be a bringer of 
good tidings, not the reverse, and the attitude of “Yes, 
ain’t it awful!” is generally the prelude to a turn- 
down. It is not amiss for all of us to remind our- 
selves at times that the calamities, scandals, crimes, 
and so forth that occupy so much space in the news- 
papers are news simply because they are unusual, 
and that the normal tendency of life is all the other 
way.—Advertising and Selling Fortnightly. 


Tool Sales Increased 
by “Movie” Ads in 
San Francisco 
B ‘Fran run every twenty minutes between San 





Francisco and Oakland, except at the rush hours, 

when the time is cut down to five and ten 
minutes interval. The San Francisco Ferry House at 
the foot of Market Street, famous all over the world, 
is something in the nature of a public market as well 
as a ferry house, and in the large waiting rooms com- 
muters are entertained while waiting for their boat 
with moving picture comedies, and advertisements. 
Commuters see a free movie every day at the Ferry 
House, and at the same time they are kept informed 
about the new goods and special sales offered by San 
Francisco merchants who use the Ferry House movies 
to advertise. 

One of the most prominent of the advertisers on the 
Ferry House screen is the Palace Hardware Co., 581 
Market Street. Builders’ hardware and tools are two 
of the special things that the company advertises 
regularly. 

The Palace Hardware Co. maintains a tool stock that 
averages between $20,000 and $25,000, which it turns 
over two to three times a year. Since it started the 
movie advertising at the Ferry House a notable 
increase in the demand for tools has been observed. 
The company also advertises in San Francisco news- 
papers. 
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Demonstrate Flashlights 


and Increase Sales 


THE Whiteside-Hemby Drug Co., of Little 
Rock, Ark., have a unique way of selling 
Eveready Flashlights. Read their own 
story in their own words: 


“During the past year our business has shown 
an appreciable increase and we believe it only a 
matter of fairness to tell you that Eveready 
Flashlights and Batteries have played a promi- 
nent part in the expansion of our business. 

“Fortunately there is a dark hallway adjacent 
to our store, which we utilize to demonstrate 
Eveready Spotlights and Searchlights with sales- 
building results. 

“The nice profit and quick turnover of your 
line entirely justifies our keeping your product in 
part of our window all of the time, and all of our 
window part of the time.” 


The newly designed and improved line 
of Eveready Flashlights is the most attrac- 
tive, the most satisfactory and the fastest- 
selling line of flashlights on the market. 
Ask your jobber to show you the line and 
write us for the Eveready display material 
and selling helps. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 


New York San Francisco 
Atlanta Chicago Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ont. 


EVEREADY 


FLASH LIGHTS 
iy BATTER! ES 


they last longer 








call 
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STEEL STUD 
THREADED INTO 
SIDE PLATE | 


—— \ 
__-S€tF ADJUSTING 
SPRING | saESa des 


a) | HYATT 
; ROLLER 
* BEARING 








Patent Applied For 


No Line Is Complete 


without the Hercules 


BECAUSE It Is Different from All 
Other Lawn Mowers and Has Wheels 
That Run on Hyatt Roller Bearings. 


Last year this mower was put through a most rigorous 
test. When one was examined after having been used 
all day, every day from spring until fall, it was found 
that the corrugated wheel treads had been worn nearly 
smooth, and that the pins in the ends of the wood roller 
had become greatly reduced in diameter. In fact, this 
mower had received the equivalent of many years 
normal service. In spite of this, the wheel studs were 
worn only half of one thousandth of an inch—prac- 
tically none at all! 


The Hercules is a sturdily built mower throughout, 
and withstands hard and continuous service. It is 
intended to supplement—not replace—your regular line. 
We suggest that you order sample now. 


Made with four and five blades for general use, and 
eight blades for putting greens. 


Width of Cut 
14, 16, 18, and 20 Inches 





Blair Manufacturing Company 
Established 1879 


Springfield, Mass. 
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How “Team-Work’ Sells 


Hardware 


66 EAM-WORK,” in athletic circles, is often a 
i i very much overworked term. Football and 
baseball teams have lost or won games through 
inferior or superior team-work and coaches are rated 
in direct ratio to their ability to produce it. In spite 
of the fact that the phrase itself has been worn 
slightly threadbare, the idea behind it does form a 
basic element of success and in the game of retailing 
hardware team-work is just as essential as in any 
other game. 

It is possible that R. H. Popken’s previous experi- 
ence on the basket-ball team of the University of 
Illinois gave him his idea of applying team-work to 
the advertising of his father’s store at Oak Park, Illi- 
nois. At any rate the cooperation between his news- 
paper space and window displays is worthy of atten- 
tion. 

Mr. Popken’s windows are small but he resists the 
human temptation to crowd a lot of merchandise into 
them and each week displays only a few seasonable 
items that are directly related to each other. That is 
team-work right there—making a broom sell a dust- 
pan or a dust-pan sell a mop. 

During the week that the window display is work- 
ing to sell certain items, Popken’s newspaper ads are 
telling the same story about the same things. Win- 
dows and newspaper pulling together accomplish the 
desired result of attracting attention to that particu- 
lar merchandise and that is the first step in selling it. 

















A Worth-While Thought 


If it’s not on your shelves you can’t sell it. 
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? HIGH HEAT 
RESISTING 


DIXON’S 


STOVE CEMENT 











Modern Tendency Is Toward 
Simple Display 


AKING window displays simple and concen- 
M trating, display attention on one or two lines 
are two of the most important things that the 
average hardware merchant has yet to learn, in the 
opinion of H. F. Koch, vice-president and manager of 
the J. S. Krause Hardware Co., Bethlehem, Pa., who is 
an experienced window display man and an originator 
of unusual displays. ; 

Mr. Koch believes that a window is better without 
any panel or board background. He believes that the 
store itself, or rather the goods on display inside the 
store, should be so arranged that they form an ade- 
quate background. In the Krause Hardware Co. store 
this theory works out well, primarily because Mr. Koch 
has arranged things so that it will work. 

Another thing about window trimming that Mr. 
Koch stresses is the importance of having displays 
changed frequently. Once a week is none too often, in 
his opinion. If displays are not changed frequently, 
he says, people won’t bother looking at them, and when 
a new display is put in it will not be noticed unless it 
is something very unusual. 

The value of concentrating on one or two lines is 
clearly demonstrated in the photograph reproduced 
with this article. This display of fireplace fixtures is 
well arranged, and no one can look at it and leave it 
with any confusion in the mind about what was in the 
window. Mr. Koch says that he has found that nine 
times out of ten an overcrowded window will not sell 
the goods the way a simple arrangement of one line 
of merchandise will. One thing at a time is his policy 
in window displays. 

The Krause Hardware Co. disposes of more than 
$800 worth of fireplace fixtures annually by just such 
simple but well-arranged displays as this. In Beth- 
lehem fireplace fixtures form a seasonable line and 
sales are possible only from about the first part of 
September until December. 

Mr. Koch has tried out all types and forms of display 
and his conclusions are based on personal experience. 


Jersey City 





For cracked or worn stove, 
range and furnace linings 


Easily prepared with water into 
a thick paste. 


Dries quickly—a little molasses 
added quickens drying. 


Produces as good as new lin- 
ings. 


Costs little and saves expense 
and delay of getting new lin- 
ings. 


Absolutely uniform quality. No 
variation from a high’standard. 


Packed in 2%, 6 and 10 lb. pack- 
ages. 


It will pay to stock this quick 
selling stove cement. Write for 


trade prices No. 40-L. 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


New Jersey 
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ANKS that know the hardware business from a | 
hardware man’s point of view are not many in the 
United States. 


The Mechanics & Metals National Bank of the City of 
New York is particularly fortunate in that its official 
staff n rs those who have had actual experience in 
the hardware business. 


This experience is at your service. Write us about 
your banking problems; call on us when in New York 
and permit us to show you what a combinatien of know- 
how and ample resources can accomplish. 


THE 
MECHANICS & METALS 
NATIONAL BANK 


OF THE CITY OF NEW YORK 


Capital, Surplus and Profits, $26,500,000 


























Sell More 











Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 
Cabinets. 

Let us show you how to increase your sales 
without increasing your stock. 


Write for Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory: Eastern Display Room: 


700 Wabash Ave. 20 Vesey St. 
Montpelier, Ohio New York City 
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Toys Increase Other Sales 


in Utah Store 


LTHOUGH he doesn’t believe in the value of bar- 
A gain sales, and has always made it a point to 
sell quality goods, C. S. Watson, secretary, 
Watson-Flygare Hardware Co., Ogden, Utah, puts in 
a stock of toys every Christmas season and sells about 
$6,000 worth, without any particular effort except to 
fill tables in the center and rear of the store with toys, 
dolls, and games. 

The people of Ogden who appreciate quality goods, 
and particularly quality toys, know that they can get 
what they want every Christmas at the Watson- 
Flyglare Hardware Co. and consequently a large 
amount of business is enjoyed by the firm in other 
lines because of the fact that it handles toys. 

Toys are offered as an inducement to buyers, and the 
result has been, for several years, that the company 
not only sells $6,000 worth of toys but also several 
thousand dollars’ worth of hardware and household 
articles that it would not sell in so large a volume, even 
at the Christmas shopping period, if it were not for 
the fact that the store handles toys. 


Who Pays? 


7 \ 7HEN a merchant, a manufacturer or a 





banker closes his doors, who pays?” 

This is the question on a card sent out by 
the Hughes Buie Company of El Paso, Tex., which 
they answer themselves, as follows: 

“Certainly not the bankrupt. He pays only to the 
extent of his assets. The balance of his debts must 
be absorbed by the community. Every business insti- 
tution, every professional man, every wage earner in 
the city must contribute to the deficit. No matter 
what caused the disaster all of us, in some measure, 
must bear part of the burden. 

“Find a community in which no failures occur and 
you will find a highly prosperous community. Pros- 
perity depends not only upon the volume, but equally 
upon the profitableness of the business transacted. 
Most failures are traceable to doing business at a loss, 
selling goods or service at or below cost, or to loose 
credit management. 

“The price cutter is, therefore, an enemy to the 
prosperity of the community in which he operates. He 
demoralizes the line in which he is engaged, he curtails 
the earning power of his industry and of his employees, 
he weakens the financial institutions carrying his ac- 
count and wken the crash comes the solvent citizens 


- of the community—banker and baker, painter and 


printer, merchant and miner, lawyer and laborer, 
teacher and tailor, must pay the bill.”—Bottles. 








Gustave Frankel, president of the Mohawk 
Electric Corporation, recently said in the Chi- 
cago Herald and Examiner: 

We have made more progress in two years 
than the automobile business in ten. We have 
reached the place where the trouble and thought 
are disposed of in the factory, and a baby can 
spin the dial and get whatever station is wanted, 
in reason. 

In my opinion the day of the trick hookup is 
past. The technical details have been solved. 























January 8, 1925 


How Horgan Increased Sales 
in Reno 


WELVE years ago an Irishman from County 
"kerry arrived at Reno, Nev., and started in the 

hardware business. He had been in the hard- 
ware business in the “old country,” and thought he 
knew how to handle a good retail store. Before 
starting in for himself, however, he decided to get 
what experience he could in some of the other stores, 
and incidentally a little more money. 

“I got the experience,” says J. E. Horgan, “but I 
didn’t get very wealthy working for the other fel- 
low. So I thought I’d start in for myself.” He 
started the Commercial Hardware Co. of Reno. 

The first year it was pretty slow, an up-hill fight 
all the way, but he made the grade and a little money. 
He reinvested the money in his business. Not as 
most merchants do, however, in stock, or fixtures or 
advertising, but in one man. He got an assistant. 
But what is more to the point he gave his assistant 
good money, that is, as much as anybody else in 
town was paying for similar services. 

The second year things went better. Horgan was 
able to get his helper to see the possibilities as he 
himself saw them. As sales increased so did the 
amount of money that was put back into the business 
for more stock, fixtures and men. Today there are 
three retail salesmen. 

Last year in a town of 12,000 with six competitors 
the salesmen in Horgan’s store sold 10,000 ft. of rub- 
ber hose and 50 lawn mowers plus several thousand 
dollars’ worth of general hardware. 

Horgan explains it in this way: “By paying bet- 
ter salaries than anybody else in town I get better 
cooperation from the men working with me. The 
men don’t have to worry about how they are going 
to pay their bills, they don’t have to worry about 
the necessities of life and consequently they can give 
more attention to business. The more business the 
more money for them. So naturally they go after it. 
They push different lines and talk to their friends 
outside of business about the way they are treated 
and about the different lines that we carry and it 
gets results.” 

Horgan has a neat method of always keeping some 
small item behind the wrapping counter. Whenever 
a customer is waiting-for a package to be wrapped 
Horgan always reaches behind him and hands the 
item to the customer asking if he, or she, as the case 
may be, has ever seen anything like it. Then he 
goes into a sales talk about the article and before 
the customer leaves he usually has the article 
wrapped with the original package, and Horgan has 
added a few more cents to the day’s total. Small 
things make big averages. 

The Commercial Hardware Co. of Reno is oper- 
ated on a friendly basis. Customers are made to feel 
that they are welcome, they are always thanked for 
coming in, and they are never allowed to leave, if pos- 
sible, without getting what they want. 








Mr. Llew S. Soule, Editor, 
HARDWARE AGE, 
New York City. 

We have taken HARDWARE AGE for several years 
and do not see how any one can run a hardware 
business intelligently without it. 

BRIN & PARRISH HARDWARE Co., 
Los Angeles, Cal. 
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Rubber Chair Tips 


of six different styles and sixteen dif- 
ferent sizes in a neat showcase display 
box. They prevent injury to the 
floors and muffle noise without leav- 
ing a mark. 

Our Catalogue shows our complete 
line of rubber specialties with prices. 


Send for it. 
Elastic Tip Co. 
370 Atlantic Ave. Boston 
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IF YOU HANDLE 
HARNESS, COLLARS OR LEATHER 


You Will Want Our Bi-Weekly Market Report on 
the Leather Situation 


Sent to you free of charge, without obligation. 


Pronounced by leather, harness and hardware * 


merchants as being absolutely indispensable rg 
in their business. eo” 
Edited and distributed without charge to Pot 
those interested, by oe?” The Perki 
¢ Campbell 


oe? oft? Broadway 
5 incinnati, Ohio 

The Perkins-Campbell Co. © So? 

ca 
622 Broadway ee” “aa amen ae 
—— ° ° O2,¢ gation on our part, Camp- 
Cincinnati, Ohio Pg bell’s Bi-Weekly Market Louie 
é and Leather Trade Report. We 
oe” (do or do not) handle harness, 
P leather, collars, strap goods. Signed 
é¢ 

roe CORRS bas 6 ee EROS as Soi Name 
oo CS 5 6 Oe: 6:08 0 lt eee Re ee ee Oe ele Address 
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Coming Hardware Conventions 





ANNAN NTATEE ETT 


AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Dallas, Texas, 
April 21, 22, 23, 24, 1925. Headquarters, 


Adolphus Hotel. F. D. Mitchell, secretary- 
treasurer, 1819 Broadway, New York City. 


ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925. 
L. P. Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND Ex- 
HIBITION, Civic Auditorium, San Francisco, 
March 11, 12, 13, 1925. Le Roy Smith, sec- 
retary, 112 Market Street, San Francisco. 


HARDWARB ASSOCIATION OF THE CAROLINAS 
CONVENTION AND EXHIBITION, Spartanburg, 
Ss. C., June 9, 10, 11, 1925. Arthur R. 
Craig, secretary-treasurer, 717-718 Com- 
mercial Bank Building, Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION 
CONVENTION, Hotel Burritt, New Britain, 
Conn., Feb. 19, 20, 1925. Henry S. Hitch- 
cock, secretary, Woodbury. 


ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 17, 18, 19, 1925. Leon 
D. Nish, secretary, Elgin, Ill. 

IDAHO RETAIL HARDWARB & IMPLEMENT 
DBALERS’ ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 18, 19, 20, 1925. E. E. 
Lucas, secretary, Hutton Building, Spokane, 
Wash. 

INDIANA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Cadle Tab- 
ernacle, Indianapolis, Jan. 27, 28, 29, 30, 
1925. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Building, Indianapolis. 


IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des Moines, 
Feb. 10, 11, 12, 13, 1925. A. R. Sale, sec- 
retary, Hardware Building, Mason City. 


KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Jefferson County 
Armory, Louisville, Jan. 20, 21, 22, 23, 1925. 
J. M. Stone, secretary-treasurer, 200 Re- 
public Building, Louisville. 


MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Grand Rap- 
ids, Feb. 24, 26, 27, 1925. Karl S. Judson, 
248 Morris Avenue, Grand Rapids, manager 
of exhibits. A. J. Scott, secretary, Marine 
City. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul Auditorium, St. 
Paul, Feb. 17, 18, 19, 20, 1925. C. H. 
Casey, secretary, Nicollet Avenue and 
Twenty-fourth Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE AND IMm- 


PLEMENT ASSOCIATION CONVENTION, Biloxi, 
June 8, 9, 10, 1925. Guy Nason, secretary, 
Starkville. 


MISSOURI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Statler, Ho- 
tel, St. Louis, Jan. 26, 27, 28, 1925. F. X. 
Becherer, secretary, 5106 North Broadway, 
St. Louis. 


MONTANA IMPLEMENT AND HARDWARE 
ASSOCIATION CONVENTION, Helena, Feb. 13, 
14, 1925. A. C. Talmadge, secretary-treas- 
urer, Bozeman. 


MOUNTAIN STATES HARDWARE AND ImMm- 
PLEMENT ASSOCIATION CONVENTION, Denver, 
Colo., Jan. 27, 28, 29, 1925. W. W. Me. 
Allister, secretary-treasurer, Boulder, Colo. 


NATIONAL RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Philadelphia, Pa., June, 
1925. Herbert P. Sheets, secretary-treas- 
urer, 130 East Washington Street, Indian- 
apolis, Ind. 


NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 3, 4, 5, 6, 1925. Convention 
headquarters, Rome Hotel; exhibition, City 
Auditorium. George H. Dietz, secretary, 
414-419 Little Building, Lincoln. 


NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics’ Building, Boston, Mass., Feb. 23, 
24, 25, 1925. George A. Fiel, secretary, 80 
Federal Street, Boston 9, Mass. 


New YorRK STATE RETAIL HARDWARD 
ASSOCIATION CONVENTION AND EXHIBITION, 
Buffalo, Feb. 10, 11, 12, 13, 1925. Head- 
quarters, Hotel Statler. Exposition at the 
Broadway Auditorium. John B. Foley, 
secretary, City Bank Building, Syracuse. 


NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, Grand 
Forks, Feb. 11, 12, 13, 1925. CC. N. Barnes, 
secretary, Grand Forks. Mr. Barnes may 
also be addressed for information in con- 
nection with the exhibit. 


OHIO HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Columbus, Feb, 10, 
11, 12, 13, 1925. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton. , 


OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Masonic Temple, 
Oklahoma City, Feb. 3, 4, 5, 1925. Charles 
L. Unger, secretary-treasurer, Oklahoma 
City. 

OREGON RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Multnomah Hotel, Portland, March 4, 5, 6, 
1925. BE. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE AND Im- 
PLEMENT ASSOCIATION CONVENTION, Daven- 
port Hotel, Spokane, Wash., Feb. 25, 26, 27, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Philadelphia Commercial Mu- 
seum, Feb. 16, 17, 18, 19, 1925. Sharon 
F. Jones, secretary, 604 Wesley Building, 
Philadelphia, Pa. 


SouTH DaKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Sioux Falls, Feb. 24, 
25, 26, 27, 1925. Charles H. Casey, man- 
ager, Nicollet Avenue at Twenty-fourth 
Street, Minneapolis, Minn. 


SOUTHERN HARDWARE JOBRBERS ASSOCIA- 
TION CONVENTION, Dallas, Tex., April 21, 
22, 23, 24, 1925. Headquarters, Adolphus 
Hotel. John Donnan, secretary, Richmond, 
Va. 


SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
GEORGIA AND FLORIDA, CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 
14, 1925. Walter Harlan, secretary-treas- 
urer, 701 Grand Theater Building, Atlanta, 
Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARB 
ASSOCIATION CONVENTION AND EXHIBITION, 
Ambassador Auditorium, Los’ Angeles, 
March 18, 19, 20, 1925. H. L. Boyd, secre- 
tary-treasurer, 618 Hellman Bank Building, 
650 South Spring Street, Los Angeles. 

TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 20, 21, 
22, 1925. Dan Scoates, secretary-treasurer, 
College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 10, 11, 12, 1925. 
Thos. B. Howell, secretary-treasurer, Rich- 
mond. 


WESTERN RETAIL IMPLEMENT AND HARD- 


WARB ASSOCIATION CONVENTION, Kansas 
City, Mo., Jan. 13, 14, 15, 1925. H. J. 
Hodge, secretary, Abilene, Kan. 

WEST VIRGINIA HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION, Clarksburg, 
Jan. 20, 21, 22, 28, 1925. James B. Carson, 
secretary, 1001 Schwind Building, Dayton, 
Ohio. 


WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Feb. 4, 5, 6, 1925. 
George W. Kornely, exhibit manager, 1476 
Green Bay Avenue, Milwaukee. PP. Jd. 
Jacobs, secretary-treasurer, Stevens Point. 








Business Legislation in Congress 


of the United States, through the Department of Resolutions and Referenda, has called the 


Prete by way of forecast and partly by way of defining its position the Chamber of Commerce 


attention of its members to legislative questions in which business is interested that will prob- 
ably come up for consideration during the short session of Congress beginning on Dec. 1. 


IA OP OOD 


. The participation of the United States in the International Court of Justice. 

. The Navy deficiency bill to bring our Navy up to proper strength. 

. The Creation of a Bureau of Civil Aviation in the Department of Commerce, 

The reorganization of the foreign service of the Bureau of Foreign and Domestic Commerce. 
. The reduction of passport fees and the elimination of visa fees reciprocally with other countries. 
. The ratification of the Turkish Treaty. 
. The extension of the Air Mail Service. 
































January 8, 1925 HARDWARE AGE 109 


How to Tella Good Wrench 


Not from any advertisement—Not from any catalog description— 








gilt 
i F 


Not from any examination of the wrench itself— , i if 


But from actual results after the customer has put the wrench to 
work and tried it out on stubborn nuts that would try the patience of 


“Job.” 


That’s the way we’d like to have Dealers sell Coes Knife-Handle 
and Steel-Handle Screw Wrenches. 


There’s another way to tell a good wrench—look for the name 
COES on it. When the name is there we assume full responsibility 
for its performance and construction. 


Your Jobber will supply you. Send for Catalog. It gives complete 
details of all patterns and sizes of COES Knife-Handle, Steel- 
Handle and Key-Model Wrenches. 


~ COES WRENCH COMPANY 


“In business since 1841” 





Worcester Mass. 
SELLING AGENTS 
. J. C. McCarty & Co......... 29 Murray Street, New York 
John H. Graham & Co....113 Chambers Street, New York Fenwick Freres......... 8 Rue de Rocroy, Paris, France 











‘Perfect 


MUTT UTTUTALULL ULLAL ULLAL LL LLL LULL LLL LL LULL A MAUNA 
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The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
Perhaps a set of tools—good tools—a few garden imple- 
ments and a deep-seated faith in his hobby—his home. 


He isn’t so hard to please—just a little economizing, doing 
his own repairs during the week-end and depending on 
his home-town dealer for supplies—and advice. 


[If you pass his home sometime this Spring look over his 
rescreening job. “Perfect” was a good selection. You 
will be glad you recommended it. 


Your Jobber stocks “Perfect.” 


STMT MULL LLU UUM UMM RU 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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There’s 
Prejudice 


In the minds of most 
machinists in favor 
of Starrett Tools. 





They know—two genera- 
tions of them—by actual 
experience, that “Starrett’’ 
and “Accuracy” are one 
and the same. 


Write for Catalog No. 23 “A” 


THE L S. STARRETT CO. 


W orld’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 


ATHOL, MASS 
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Approved! 


by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, 
the elimination of waste 
by the use of efficient ma- 
chines, the hearty coop- 
eration of satisfied em- 
ployees and _ specializa- 
tion, the Tubular Rivet 
and Stud Company has 
for 50 years manufac- 
tured rivets that are the 


recognized standard in 


their field. 


THAT TTT re 
TUBULAR RIVET & STUD 


COMPANY 


BOSTON 
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Quick Sales—Sure Profits 


The fastest selling ribbon antenna on the market. 
Tremendously increased volume and range, with trouble 
and expense cut down to the minimum, have made 
Jiffy Ribbon Antenna the most popular of all ribbon 
aerials. 

Jiffy is not a copper antenna. Thus, there is no danger 
of oxodization, and users enjoy all ‘the advantages of 
this type of aerial with absolute assurance of service and 
satisfaction. 

It is nationally advertised, and comes to you in an 
attractive container for counter and window display. 

Jiffy Ribbon Antenna retails at $1.50 with a liberal 
margin for you. The first you sell, sells many more. 


Order today from 
your jobber—or 
direct 





Apex Stamping Company 
Dept. 41 Riverdale, Ill. 














A Big Seller 
to Boat Owners 


Jeffery’s No. 7 Marine Glue is a big 
seller to boat owners, because it will 
positively make any boat leakproof so 
long as the frame is in fair condition. 


We do more than guarantee this boat 
glue; we help you sell it. As soon 


as you order 
JEFFERY’S 
WATERPROOF MARINE GLUE 





we get busy and co-operate with you. 


Send you Dealer Helps, provide you with Interesting 
Booklets with your imprint, circularize in your locality 
and help you in every way. 


It is Nationally advertised—known the world over. With 
your order we send a liberal supply of Interesting Book- 
lets neatly printed with your name and address on them. 
Write for Trade Discounts now. 


L. W. Ferdinand & Co. 
150 Kneeland Street Boston, Mass. 
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St nal Shelv ing 


Modern steel construction 
Strength —combines strength with light 
eight. 
Durabili ~~ and wear proof. 
Installed or rearranged 


Simplicity — easily and quickly, with 


Ordinary tools. 
eqe Arranged to store any 
10% to 30% greater 
° storage capacity. 
Economical ~~ Moved or altered 
without depreciation. 


Shelving, Files, Desks, Transfer Cases, Safes 
Counter-heights, Sectional Cases, Accessories ro Supplies 


THE GENERAL FIREPROOFING CO. 
Youngstown, O. Dealers Everywhere 


Sieenstion~oll. water 
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GRIFFIN— 


the hinge that is designed 
and made for lasting beauty 
of finish, pleasing simplicity 
in design, lifelong endur- 
ance in service—the result 
of more than thirty years of 
experience in the manufac- 
ture of hinges. 





WARENOUSE 


45 Warren St.,New York 


HARDWARE AGE 
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Sate 





Griffin Hinges are made in 
a wide variety of sizes and 
designs—each butt wrapped 
in moisture proof paper and 
packed one pair in a box 
with screws to match. 


Write today for our price 
list and the catalogue of the 
complete Griffin Line. 
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WAREHOUSE 


7AW. Lake St.,Chicago, IiL 





January 8, 1925 


e, 
oe 
se 


We also manufacture 


Cellar Window Sets, Hasps 
and Safety Hasps, Door 
Handles and Door Holders, 
Brackets, Push Plates, 
Drawer Pulls, Door Stops, 
Sash and Screen Lifts, Bar- 
rel Bolts, Corner Braces, 
Corner Irons, Washers, etc. 


GRIFFIN MANUFACTURING CO. 


ERIE, PENNA. 














He Wants to Sell an Incubator 





that can Be DEPENDED UPON 


EAD this letter from H. Frenchs, 
Grundy Center, lowa. He knows 
what it’s safe to sell: 


“As I am putting in a poultry supply house, I[ 
am writing you in regard to getting this territory 
to sell your incubators. I want to handle an in- 
cubator that can be depended upon to hatch good 
chicks, and as I have run two of your machines 
alongside of two machines of another make, the 
Queen hatches more and better chicks every time.” 


Sell an incubator it’s safe to sell. Ask us how 


we help. 


Sizes: 
70-Egg to 1000-Egg 














Queen Incubator Company, 1124N. 14th st., Lincoln, Nebr. 








i TK HN Hatches Strong, Healthy 
Chicks That Live and Grow 
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Reg. U. S. Pat. Off. 


Needed by every home. Convenient for the collection 
and disposal of trash of all kinds. Affords the only 
safe bonfire. Keeps burning fragments safely con- 
fined. Finished in baked green enamel. Nationally 
advertised—a steady profit maker. Shipped nested 


in lots of six. Write for prices and discounts. 
Sell Cyclone Fence, too. Get your share of this 
profitable business. Catalog and discounts on re- 
quest. 

Write offices nearest you. 


CYCLONE FENCE COMPANY 


Factories and Offices: 
Waukegan, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth 
Western Distributors: 


Standard Fence Co., Oakland, Calif. 
Northwest Fence & Wire Works, Portland, Ore. 


Cyclone Fence 


, Texas. 


The Mark 
of Quality 
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PAINTERS HOUSEWIVES 

DEC2RATERS FARMERS 

MACHINISTS WIND@wW- 

MILLWRIGHTS CLEANERS 

STEAM CARPENTERS 
FITTERS 


REOFERS 
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CHTEMDION TRESTLS 


FOR CATALOG 
AND LATEST PRICE LISTS 


W. W. Babcock Co., 


WE PAY THE 
FREIGHT 








Bath, N. Y. 
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MACHINE 





SCREWS 
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SCREWS 
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(Reg. U. 8. Patent Office) 





WOOD SCREW CO. 


Continenta New Bedford, Mass. 














Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the cenvenience of the user. 





: 
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Every mechanic needs the entire set in his 
question of selling him once or seventeen 
~- =P keeping the bits in order and near 
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no jagged ends: every part of the work is smocth and 
their way through hard, knotty, eross grained wooed, 
e and clean, polished surface. 


you estalogues. Order through your jobber or direst. 
Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 
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Liven Up Your Vise Display 


Put Rock Island Vises near your 
Radio Supplies. Their attractive bright 
red finish will draw instant attention. 


And besides every 


Radiovise 


is so well adapted to radio work and general 
home use that sales quickly follow. 





Boys also “take kindly” to these sturdy, easy- 
to-work-with vises which grip 
without a slip. 





They have Swivel Base, Jaws of Steel 3% 
inches wide which open to 4 inches. 


Weight 19 lbs. and retail at $5.50 with a 
handsome profit to dealers. 


Write us for catalog and prices. 


Rock Island Mfg. Co. ®°Ck IStANP 

















Combination 


Service Wrench 


Does the work of a good monkey or pipe 
wrench. Made of a forged steel bar case 
hardened throughout. Construction has 
double strength. A time saver. Does 
away with carrying two wrenches. Guar- 
anteed. Sell them and better please your 


customers. Write for prices. 


Springfield 





BEMIS & CALL CO. 


Mass., U.S, A. 
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INSULATED — CUSHION —- FLEXIBLE 


_WEATHERSTRIP 


i! Puta Reel on Your Counter 


Many hardware dealers are learning what a really big business they can do on Home Comfort 
Weatherstrip by displaying a reel of it in the stand on their counters. And it’s business they 
like because the margin of profit is large. A 500 foot reel costs you only 434c per foot (2 or 
more 500 foot reels, 4¥2c per foot) and retails for 1oc a foot. Home Comfort Weatherstrip 
comes in one continuous length. No loss in left over ends. No lost stock as it is moth and 
vermin proof. Contains no metal or wood, therefore cannot split or rust. 


UU 










Customers don’t hesitate to buy because it is so easy to apply, simply tack on—turn the 
corners. The only tool needed is a tack-hammer. No mitering or sawing. No taking down 
of windows or doors. 


This handsome em When in place the Home Comfort Weatherstrip forms a weathertight insulation for doors and 
=, oe — hor windows. Is flexible, adjusting itself to wavy surfaces. Is non-conductive of heat or cold. 
more 500 foot reels of The cushion effect absorbs the noise of rattling windows and slammed doors. It is water-proof 


Home Comfort Weather- and vermin-proof. Will last for years. 
strip. 
. Send in your order for one or more 500 foot reels to-day and get the 


weatherstrip business in your town. When check accompanies order we 
pre-pay shipping charges. 


Pett” EF. J. WIRFS ORGANIZATION 


Pat. Jan. 22, 1924. Accept no in- | 128 South 17th St. St. Louis, Mo. 


fringement or imitation! 
































Draws Trade from 
Blocks Away 


Make your store pay a greater profit. 
Attract and draw trade from near and 
far. 


>=z 


\ 


———~ 


Flexlume’s bold, snow-white raised 
letters of glass by day and solid letters 
of light by night compel favorable at- 
tention, day and night. 


Flexlume signs are producing re- 
sults for other hardware dealers. 
Write for photo-prints and informa- 
tion as to how your own needs can be 
economically and thoroughly satisfied. 


FLEXLUME CORPORATION 
1230 Military Road Buffalo, N. Y. 


Phone: ‘“Flexlume’’—All Principal Cities 
Offices also at Detroit, Los Angeles and Toronto, Ont. 
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A “Made to Order” Market for the Jobber 


There is an unlimited sales opportunity for the distribution of 
THE “MITCHELL QUALITY” WINDOW REFRIGERA- 
TOR. 


The demand for a practical, sanitary storm-proof compartment 
iS nationwide. The important improvements and adjustable fea- 
ture of the “Mitchell” will more than double the sale of window 
refrigerators. 


No product of its kind has ever before appealed so strongly to the thrifty 
housewife for reducing household expenses. There are thousands of these 
prospects for your customers to cultivate. Why not help them secure this 
profitable business? 

The “Mitchell Quality” Window Refrigerator can be adjusted to any 
window from 17 to 35 inches wide. It is equipped with a handy re- 
movable shelf which increases its capacity, leaving ample room for tall 
bottles. It is easy to attach, and once installed is permanent. 


Dealers: If your jobber cannot supply you write us for details and prices. 


THE G. F. MITCHELL & SONS CO., -_ E. 65th and Cedar Sts., Cleveland, Ohio 

















TREMONT 


Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
exceedingly small percentage of im- 








purities. This metal is rust resisting 
to a remarkable degree and will not 
bend, crack or twist while being 
driven. 


Tremont Nails are scientifically de- 


signed to shear their way into the 
wood in a manner that assures a 
strong, permanent grip. They are re- 
markable for their strength of head, 
an important feature in the con- 
sideration of the quality of cut nails. 
All these mechanical  superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures the customer 
satisfaction that is so necessary to 
the welfare of your store. 


Sell the Tremont Brand 


Tremont Nail Company 
205 Lincoln St., Boston 








The (IQ) No. 202 


Show this Dead 

Bolt Night Latch to 
customers — explain that 
one turn of the key back- 
ward locks the bolt and in- 
side knob so the bolt cannot 
be forced back, or the door 
opened from either inside or 
outside without the key. 

Can also be operated same as an 
ordinary night latch. 

Besides a complete line of Padlocks 
we also make 1000 different patterns 
of quality Key Blanks. Send for 
Catalog 6 and Prices. 


> INDEPENDENT IOCKCO,® 









Leominster Mass., U. S. A. 


Manufacturers of Cylinder Locks, Padlocks, and Key Blanks. 

















Can Openers, Bottle Openers, Milk 
Cap Lifters, Ice Picks, Spatulas, etc. 


Vaughan kitchen tools are widely known the world 
over and millions are in use. 

When a manufacturer continues making the same 
line of kitchen tools for 12 years, it speaks for the 
quality and merit of his merchandise. 

Vaughan’s Can Opener is advertised 
nationally in women’s publications. 
Are you prepared to meet the daily in- 
creasing demand for this, and ALL 
tools made by Vaughan? 


Samples and catalog sent upon request. 


VAUGHAN NOVELTY MFG. COMPANY 
3215 Carroll Ave. Chicago 



























Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
these pages. Don’t wait for the 
jobber’s salesman. You may forget. 
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1925 
Wring out the Old, Wring tn the New, 
Wring out the false, Wring tn the Crue, 
Anchor Brand Wringers will furnish the Wring 
So get orders datly,— profits they'll bring! 


Best Wringers Made—Every One Warranted 
Lovell Manufacturing Co., . Erie, Pa. 


Largest Manufacturers of Clothes Wringers in the World 
































It Expands Four Ways Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effici- 
ency in operation. 


we Forway 99 
Expansion Bolt 


is made of “Certi- 
fied” malleable 
iron known to re- 
sist moisture and 
last indefinitely. 








Anchors at any = 
depth —no collar 
or sleeve necessary. 
It will not creep 
forward. 


All genuine Armstrong stocks and dies 
bear this trade-mark: 





“Forway” Expansion Bolt is recognized by 
every user as the “Better Expansion Bolt.” 
There’s a Sample Bolt for every interested 
Dealer. 


Write for Both Sample and Prices. Be Sure You Get the Genuine 





U. S. Expansion Bolt Co. The Armstrong Manufacturing Co. 
santas eames Bridgeport, Conn. 





cra 





139-141 Franklin St., N. Y. City 




















The Baby Chick Season 


Will soon be here, and “Moe’s” Round Chick Feeders will 
be in great demand. Eight hole feeders retail at 1I5c, 
Twelve hole at 25c. A new porcelain enameled twelve 
hole feeder at 75c. They are great sellers. 





Write for Catalog of Moe's Big 
Line of Poultry Equipment. 


HOEFT & COMPANY, Inc. 


405 N. ASHLAND AVE. CHICAGO, ILL. Famous Star Fount 
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Baur Tacks have an 
interesting manufacturing 
history 


It is in the detail of tack-making 
that Baur Tacks excel. Flat 
36x36 sheets are reduced into 
proper sizes for the innumerable 
sized tacks required in various 
trades. 

Thru innumerable operations, 
they find their way to the user. 
Cobblers, for example, use their 
mouths as a tack-warehouse so 
we are very careful in operations 
that remove acid tendencies, 
rough spots and splinters. Baur 
Tacks are becoming noted for 
clean workmanship. 


BAUR TACK COMPANY 


Indianapolis, Indiana 


[BAUR 











MILWAUREE BRUSH MFGCO 








Brushes and Brooms 
WIRE—BRISTLE—FIBRE 


We manufacture them especially for the Hardware 
Trade—all kinds—all sizes—all dependable sellers. 


Send for Catalog and Prices on Milwaukee-Made 
Quality Line that will build permanent trade. 


MILWAUKEE 
Brush Mfg. Co., Milwaukee, Wis. 
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a MILWAUKEE RRUSH MFGCO 
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flash-proof 
timing disc 







Blending of two insulating 
materials makes possible the 
New Turner Timing Disc. e 
from all pitting and burning, 
and will not warp. 








Three reasons for the _ su- 
ones of the Turner 2 in I 
imer: (1) CONTACTS that 


of brush. (2) INSERTS, be- 
tween contacts, of remarkable 
new laminated insulating ma- 
terial. (3) BAKELI of 
best grade used in Timing 
disc, except on raised portion 
between contacts. New, im- 
proved product at same old 
price—$3.75. 


TURNER MANUFACTURING CO. 
Dept. E, Kokomo, Indiana 


TURNER 


@® TIMER 



















LIC-WID-LES DOOR CHECK 


Needs no attention and meets ev emergency to which a doer 
check and closer is subject 





The No-Liquid Door Check Co. 


Columbus, Ohio 











Now, More Than Ever Before 


it is essential that you study your 
Market Report carefully and con- 
sistently. Every important price 
change in the trade is recorded in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 
authentic published. 


Use them as a buying guide. 
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Due for a 
Drenching! 


Garden hose will soon be brought 
out of its winter “resting place.” 
Lawn sprinkling time is close at 
hand. Be prepared to take care 
of the demand for better fittings 
—and see to it that Sherman 
Wrought Brass Fittings are put 
on the hose you sell. 






Diamond Nozsle 
Take for instance the new Diamond Nozzle—made 
of heavy wrought brass throughout. A perfect spray 


and an insurance against wet feet. The user escapes 
the leaking, drizzling nuisance of a faulty nozzle. 
The Diamond is larger and —_ 
throws more water farther. e/g 
Made in 34” size only. 


The Sherman Hose Clamps 
set the pace and need no 
introduction. They are rust- 
proof and can be used over 
and over again without wear. 
Clamps are subject to rough 
treatment and Sherman 
clamps are made to stand 
the wear and tear. Only 
wrought brass is used—and 
no other material. Made in 
every size for any kind of 
hose. 


H. B. SHERMAN 





Sherman Hose Clamp 
(Patented) 


MFG. CO. 
Battle Creek, Mich. 











Corn 


and 


Potato 


B) Thousands of farmers the country “= 
§ over, for years passed have learned to 
I associate the name “‘Acme’ jwith real, 
I “honest-to-goodness”’ hand plant- 
ers for corn and potatoes. 


They Sell— 
They Satisfy 
The “‘Acme’”’ line has always 


beenaqualitylinethrough / 
and through, but big de- 4y 

















Mail Order 
Houses 


We have never low- 
ered our standard 
nor betrayed dealer and 
fy jobber confidence by sell- 
@ ing to general mail order 
»F houses. The farmer must 
. buy “‘Acme’”’ tools from es- 
tablished dealers and the 
@/ 6s dealer has the advantage of 
buying a complete, established 
line, from one house—*‘Acme”’ 
jobbers everywhere. 


Dealer Helps 
Our National farm paper advertising and effective 
literature uphold ‘‘Acme’”’ stige and create busi- 
ness for ‘‘Acme”’ dealers. rite for catalog, prices, 
and name of nearest jobber. 

Potato Implement Company 


Dept.11 TRAVERSE CITY, MICH. 





























Serta 


HARDWARE 





AGE 


—— 
Display—and | 
You Sell the 


FERNALD 


SWEEPING PAN 


Its long, stout wire handle 
saves the housewife of drudg- 
ery and back-straining. Pro- 
vides perfect floor contact for 
picking up sweepings and 
dirt. Tilts automatically when 
lifted, preventing litter from 
falling out. 

Pan of galvanized metal, sides of 


hardwood. A light, efficient item at 
a price that makes for volume sales. 

































Endorsed by 
odern Priscilla 
Proving Plant 
and Good 
Housekeeping 
Institute. 


Buyers! 


Stock from your 
jobber, or write 
direct for 
prices and 
catalog on 
Fernald 
Household. 
Helps. 


Fernald 
Mfg. Co. 


Dept. A 
North East, Pa. 


(itis 


















AN es 


HOUSEHOLD 


MEL PS 


call 


—_ eo eee 


What Does It Mean? 


Tue speed with which our dealers 
turn So-£-zy Household Specialties 
into cash and reorder—means one 
thing sure. The So-£-zy family is 
“delivering the goods.’’, Thousands 
of householders have learned why this 
line of Stains and Varnishes was given 
its name. Consumers have found the 
product they’ve been looking for and 
are using it wherever they can. 











Our service and distribution ability is 
all that can be desired, enabling the 
alert dealer to carry a minimum stock 
and obtain maximum turnover. 


Send postcard for our Profit Plan 







PAINT AND VARNISH OCIVision 


Standard Plate Glass Company 


PITTSBURGH — BOSTON —BUFFALO— CINCINNATH. 
ESTAB. 1887 
















120 HARDWARE AGE 


January 8, 1925 





‘‘Improved” Guaranteed 
Jersey 


Shoe Lasts and Stands 
They are lock bearing and absolutely the best of their 
kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch with 
us before placing your next order. 


We will show you that you will increase your sales on 
Lasts and Stands by stocking JERSEY. 


Look 
for 
This ™ 


Mark. {S 


Denotes 


Quality, 
Durability. 





STAR HEEL PLATE CO. 
Louis Sacks, Inc. 


357-391 Wilson Ave. Newark, N. J. 














American Steel & Wire 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. S. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle 


BARBED: Ellwood Cieden, Am. be mere i Specks, 
Waukegan, Baker Perfect, Ellwoo nior, 

NAILS, SPIKES, ST. TACKS, “Hor Galva Nails 

ZINC INSULATED F : American, Royal, Anthony, 
National, U. S., Mn roy 

BANNER t (formerly As Arrow) STEEL POSTS 

CONCRE RCEMENT 

BALE TIES: Old reliable brands 

TELEPHONE WIRE 

WIRE for every purpose 


Quick Delivery. Write us for selling plans. 














Ensign Bickford is the ORIGINAL 
~ safety fuse—tested and tried by 

time and experience. 

We manufacture various 

FUSE brands of fuse, amioong 
which you should find 
one adaptable for your 
work, ; 











| The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 














_ Black and Galvanized 





TIN AND TERNE PLATES 


We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 
poses — American Bessemer, and 
American Open Hearih Steel Sheets, 
Keystone Copper Steel rust-resisting 
Sheets, Apollo Galvanized Sheets, 
Formed Roofing and Siding Products, 
Culvert and Flume Stock. Sheets for 
Special Purposes, Roofing Tin Plates, 
Bright Tin Plate, Black Plate, Etc. 


CAN SHEET AND TIN PLATE COMPANY, Frick Bidg., Pittsburgh, Pa. 


Send for booklets and weight cards. Watch for our large advertisements. 
































Give Them 


Phenix Quality 


In Storm Sash Hangers and Fasteners 


pa 

Show your customers the 
line of Window hardware that 9 
saves trouble and mishaps. Phenix Qe 
Hangers and Fasteners are simplest, ot 
handiest, easiest applied, most efficient— 
that’s why they sell best. New gi a 
ments put them in a class of their o 

Write to-day for catalog showing “eull Phenix 
line, including the only non-rusting loose joint 















hinge made, and the one best fastener for base- 
ment storm #indows and porch enclosures. 


Samples free. 


tok Te CA | Ce 


) Ace 


Xa : 










| GIFFORD-WOOD CO. 
' Main Office and Works: ¢ Hill St. § 


Hudson, N. Y. 
NewYork, Boston.Chicago, Pittsburgh 


ia 


discount sheet, display cards. 
\ 





HAN 





Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, lil. 
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U. S. HEADQUARTERS 
IMPORTED 


Fire Arms and Ammunition 














Belt Punches. hide 
| Spring Punches Revolving Punches 
| A varied and 









attractive line for the 
Workers’, Trimmers’ and Uphelste 


Step hute ef Leading Domestic Firearms and Ammunition 
quality. 


@ Authorized Importer ef the Genuine, Original 
MAUSER Rifles, MAUSER and LEGER Pistols 

Long Barrels for ‘ ‘Lager’ Pistols in 6”, 8”, 10”, 12”, 14”, and 16” 

1 M.’’ Mauser, Luger, Mannlicher Rifle and Automatie 

Pistol, *Metailie “ammuniti on; ‘‘Koeln-Rottweil’’ Precis 

**Automatie’’ 16-gauge f 


Hardware Trade. Alse: 
rers’ and Piumber’ 6 See 


The abéve tools will please your eustemers as well as cur famous Reund 
and Oval Punches. 






aes Se oar ee SS oe oe successful 
employ enly skilled workmen 
making our 














ion Shot Shells; 
Shot “Guns; Cal. 32—10- shot Automatie Police 
Rifle; ‘‘Merkel-Suhl’’ famous Shot Guns; ‘‘Over and Under’ Shot 
+ nt Combination ‘Over and Under’ Shot Guns 
manufseturing experience, amous 
use the finest quality ef materials in Rifles 
j 





and 30/30 Rifle; 
“Drilling’’ Three Barrel Shot Guns and Rifle; Small Calibre 
Shot 
i a oe oe ome Try us. Write for Cataleg 


Guns; Small Calibre ‘‘Over and Under’’ Guns, ‘ ‘Gallus’’ 
Famous Spanish Revolvers; Revolver Ammunition; Leather and Canvas 
Holsters, Cartridge and "Shell Belts; Gun Cases and Covers; Field and 
Marine Glasses; Binoculars, Telescopes, Compasses; Shooting ” Accessories, 

Repair Parts for MAUSER and LUGER ARMS 
A. F. wae 5 Ine., 224 East 42d St., New York 
@ Page Trade Catalog mailed upon request, 






C. 8S. OSBORNE & CO NEWARK, N. J. 
ESTABLISHED 1 
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Quality Hand Screws 
Are asked for by 


| name. 





Get them from your 
Jobber, or write for 
our Catalogue “B” 


for more complete 
description. 





24° 
Extra strong construction with extra depth sockets— 
heat treated. 





Plain lacquer finish—twenty-six standard sizes 
Ask for Catalog No. 500. 


WALDEN -WORCESTER 


INCORPORATED 


ADJUSTABLE CLAMP CO. 
216 N. Jefferson St. Chicago, Illinois 


Hammacher, Schlemmer & Co., Distributors in New York 
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WORCESTER, MASS. 
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Power—and the quality of 
metal and workmanship to 
stand the strain when the 
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maximum of power is de- 
veloped—typifies PORTER 
tools. Sold by leading 
hardware jobbers. 










Z a Profitable © 
g@ 5 
\Z a Sales 


\ 


K. KP Zi 
> 
EVERY mass 


BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


\\\ 
NN 









vA 


gy P Russell Jennin 


Chester, 





ings h Mfg.Co, 


21-132 











**ALLEN” 
WRENCH 
SETS 








23 years. HAVE cold-drawn (Allen process) sockets, guaranteed unbreakable 
in practical use. Box Sets and Bag Sets, in the handiest possible 
Sample free. combinations for mechanics and car owners. Features and prices 
in new Allen catalogue; send for copy if you sell—or use—wrenches. 
BURNLEY BATTERY & MFG. CO 
NORTH EAST, PENN. 


THE ALLEN MFG. CO., [ixeTFORD CONN: 
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DEALERS WANTED EVERYWHERE 


THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, O. 


lron Fence, Gates 
wn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 
Ask for Catalog 































































RENCH SETS 


An attractive three color display. A sure 
seller of this indispensable wrench set. 
WILLIAMS & CO. 

“The Wrench People’’ 
New York BUFFALO Chicago 





STRATTON ™** “,sesm**4 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO., Stratton, Maine 








Robertson “Horse Shoe -~4 Ena 


Permanent magnet which holds 
the tack in position for driv- is 10] 4 - 
ing. Awarded the Silver Medal - 
(the highest offered) at +4 ene Pacific ” asientiten. 
Good profit. Write for price lis 

oe-cal dees cs cen vane S, 5. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 

















BROWN & SHARPE | 


1BS_ 


MACHINISTS’ TOOLS 


The first choice of skilled mechanics for three generations 
WDB PROTECT THE DEALER. 


BROWN & SHARPE MFG. } a 
Providence, R. I., U. S. 



















BOLT 


“VICTOR” CLIPPER 
















Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANnTI-Borax Compounp Co. 
Fort Wayne, Ind. 


PAT “ar >7 1908 











SPARGQO 


BRONZE AND COPPER 


FLY SCREEN CLOTH 


Perfectly Most Durable 
Write for Prices 








Woven, 
S 


o Wire Co., Rome, N. Y. 




















The Sandpaper That Satisfies 





A big little trade winner for 
every hardware man. See large 
ad in last week’s issue. 


Wausau Abrasives Co. 
1017 Harrison Boul. 
WAUSAU, WIS., U. S. A. 











Send for Catalog 
| ROBERTS MFG. CO., Somerviile Station, BOSTON, MASS. 


HACK “JLB NOX” saws ~ 
QUALITY Cs eae SERVICE 


UNIFORMITY DISTINCTION 
“The Sooty in Lhe Plaid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 














wit ereereepeeeeriiiiie ; Ti tito { ih j , mT) 
ti 


FOR EVERY CONCEIVABLE PURPOSE 


iim 3h, 
NI, 


ify iis if Op Si 


hn a 
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~ REQUIRES 
ONLY 
HEAT” 


SAMPLE 
FREE 





: Makers of Every 
SemmNNNNNNNNNI i) Sere 
Nut and Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Strect New Britain, Conn. 


Western Factory: Dayton, Ohio 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
9 Jones Street Rochester, N. Y. 














THE FOWLER & UNION 
HORSE NAIL CO. 
HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 





a oe 
Says this advertiser,— 
**We are pleased to advise that we have succeeded 
in getting compilers from the a eo _ 
ran in your publication, and we 
opinion that for anything connected ovith ey hard- 
ware business, Harpware Acer is, without a doubt, 
the t best medium fer advertising.”—J. H. Yewdale 
& Sons Co., Milwaukee. 
It pays to use the Classified Opportunities Sec- 
tion of HarpwAre AGE. 
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SAMSON CORDAGE WORKS 


Boston, Mass. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord, Awning Line, 
Dumb-Waiter Rope, Etc. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 








Revolving 


Cabinets 


Just what every dealer in 
Hardware, Auto Supplies 
and Garage should have. 
Prevents missing of bolts 
or screws. Occupies but a 
small space and capacity 
very large. Made in many 
sizes. Catalog and price list 
on application. 


Manufactured by 


American Bolt & 
Screw Case Co. 
- Dayton, Ohio 

Sold by all Jobbers 








Se, DIETZGEN 
) Measuring Tapes and 
Folding Rules 


are widely used by the build- 
ing trades. Quick sellers with 
good profit. Catalog on request. 





Drawing Tables, 
Boards, Scales, 


T Squares, Trice BUGENEDIETZGENCO. 


angles, Curves, Chicago NewYork San Francisco New Orleans 
Instruments, etc, Pittsburgh Philadelphia Washington 








SUPERIOR 


Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 














PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown ° 
our Shaver No. oo is a big 
seller for home use. 


American Shearer Mfg.Company 
Nashua, N. H. 





















































QO. Lindemann & Co. 

C Manufacturers of 
BIRD N“ 
cages =. 







Oi 


Established 1863 











35-37 Wooster Street New York 























WERS Cision Tine 
ze M) De JADDERS 
Sree: = STORE METHODS 





Cay To provide adequate storage facilities for 
—" shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE 
' Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibtation and noise and produce a ladder 
of ample strength for safety, convenience and : 
efficiency One style only—neat of design— at 
¢/ attractively finished—any height— : 
A] easily instal most 
“7 requirements. Circular 
on request. 











18% Were Sold Direct 


1055 Housewives requested Hill Clothes 
Dryer information in 1922. 18% were 
sold direct because we had no dealers there, 
Received over 2800 inquiries so far this 
year. 

HILL CLOTHES DRYER CO. 
39 CENTRAL ST. Worcester, Mass. 


Distributors Metropolitan District 
Herman Kornahrens, Inc. 
111 Murray St., New York City 





Oldest Seed House in America 


For 141 years we have supplied the trade with 
carefully tested Garden and Flower Seeds that 
grow and keep customers satisfied. Let us 





is ; quote you on same, also on Onion Sets and 
' . ixed Lawn Grass. 
’ Place your order now. 
momenecwere DPD. LANDRETH SEED CO., Bristol, Pa. 

















UNIVERSAL INDUSTRIAL CORP. 
Hackensack, N. J. 











UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 
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An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages. 

Allow seven words for Keyed Box Number Address. 
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All Capitals, Minimum 50 words..... ecccvccececocsese ccocce OF 
Sen CES Ws 0.0 no eeennsesosseneesoesessess sco 
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Each +o eens 0606600000 ccccocee GO 


4 insertions, 10% off; 8 insertions "15% ‘oft 
Remittance Must Accompany Order 
50% off the above rates for Positions Wanted Advertisements 








Business Opportunities 


| 33000 GROSS 
WOOD SCREWS 


3 3 5 0 Q” oROss 


ALSO 1000 GROSS IN BULK 
STOCK LIST UPON REQUEST 
. Buffalo House Wrecking 
and Salvage Co. | 


BUFFALO, N. Y. | 

















FOR SALE—Prosperous well known hardware 
store in New York City. Price $35,000. Es- 
tablished 32 years, modern fixtures, proprietor 
of store owns building—can arrange suitable 
lease and terms. Low rent. Address Box G-409, 
care of Harpware Ace, New York. 


— 





FOR SALE—Stock of shelf and builders’ hard- 
ware, paints, household utensils, stoves, washers, 
wheel goods and toys. Sales this year $105,000. 
Business established and growing, central location 
on main street in one of the best manufacturing 
cities in Michigan of over 50,000 population. 
Address Box G-436, care of Harpware AGE, 
New York. 





HARDWARE BUSINESS, large, prosperous 
town 35 miles from New York, $125,000 yearly. 
Main street, state highway, trade from 3 large 
nearby towns. Act quick. No. 12044. Booklets 
other propositons mailed. BURKE STONE, Inc., 
41 E. 42nd St., New York. 


HARDWARE STORE FOR SALE in good 
section of Middle West, with climate unequalled 





in the U. S. Established about_30 years. On 
main line of Santa Fe R. R. Farming, shops, 
etc. Address Box G-430, care of HarDWARE 


AcE, New York. 

FOR SALE—Builders’ hardware business— 
stock and fixtures $12,000. Rent $100 month for 
1600 feet floor space not counting cellar. In 
growing town 17 miles out on Long Island with 
prospects of $40,000 or more gross year for right 
(Christian) man. Town is building at rate of 
over 250 houses annually. Address Box G-442, 
care of Harpware Ace, New York. 





Help Wanted 


SALESMAN WANTED—Manufacturer of 
hardware distributing thru the trade could use 
experienced salesman in Virginia, Carolina and 
East Coast territory. Southern man in good 
standing with hardware trade and with some en- 
gineering ability preferred. Give age, references, 
experience and salary expected. Submit photo. 
Address Box G-444, care of Harpware AcE, New 
York City. 








HELP WANTED. Go in business for yourself. 
An opportunity seldom offered to one or more 
ambitious builders’ hardware salesmen to secure 
with small investment an established builders’ 
hardware contracting business. Location, New 
York City. Owners do not expect any one man 
will have capital to purchase, but will entertain 
a proposition from several experienced builders’ 
hardware salesmen with a small amount of capi- 
tal each. Address Box G-440, care of HARDWARE 
Ace, New York. 





SALESMAN yf TO SELL HARD. 
WARE AND ECHANICS’ TOOLS OF 
Dt ee MAKES. ho a WHOLESALE 
TRADE IN AND PENNSYL- 
VANIA FOR AN ESTABLISHED SALES OR- 
GANIZATION. MUST HAVE EXPERIENCE 
IN SELLING. STATE AGE, EXPERIE 
AND COMPENSATION DESIRED. OPPOR- 
TUNITY FOR A GOOD MAN. ADDRESS 
BOX G-431, CARE OF HARDWARE AGE, 
NEW YORK. 


Positions Wanted 








of 20 years’ experience desires 
to make a connection with a 
good progressive store. Ex- 
perienced in all departments. 
Open for immediate connec- 
tion. References, record and 
other details subject to corre- 
spondence. Address Box 382, 
care of Hardware Age, Otis 
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A Retail Hardware Man ) 
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Blidg., Chicago, IIl. | 














SALESMAN—Mechanical executive bility. 

Age 32, married. Four years ce ereveting, Atlantie 

states and Eastern Canada, ing high 

grade line of cutlery and mechanics’ tools. Thor- 

ough knowledge of manufacturing and_distribut- 

ing. Address Box G-417, care of Harpware 
Ace, New Yerk. 





WELL KNOWN MANUFAC. 
RER of mechanics’ tools and hardware s “a 
cialties of established reputation has opening 
salesmen calling on the retail trade, ane ~ Fs od 
those who can sell in connection with other non- 
conflicting lines, on commission. Territory open: 
Kentucky, Indiana, Ohio, Michigan, New En 
land States; also Arizona, New Mexico and 
Nevada. To right men exclusive territory ar- 
ranged. In reply state experience and territory 
now traveling, also what selling. Address Box 
G-387, care of Harpware Acs, New York. 


= SALESMEN: 





AN INDUSTRIAL MANUFACTURER with 
an established staple product requires a salesman 
with an acquaintance in the mill supply, heavy 
hardware, railroad and manufacturing trade in 
the city of Pittsburgh, and surrounding territory, 
with territ extending through Northern New 
York. Applications treated in confidence. Do 
not answer advertisement unless you are a pro- 
ducer and can furnish the best of references. 
Address Box G-433, care of Harpware AGE, 
New York. 





Positions Wanted 





Help Wanted 


WANTED—An experienced traveling salesman, 
familiar with the western Massachusetts and 
Vermont trade, to represent a large shelf hard- 
ware jobbing house in the territory mentioned. 
Give full particulars regarding experience in 
hardware business, age, etc. Replies will be 
treated as confidential. Address Box G-412, care 
ef Harpwarse Acs, New York. 








POSITION WANTED—Stove salesman selling 
same line coal stoves and combination ranges 
ten years desires new connection January fif- 
teenth. Address Box G-420, care of HARDWARE 
Ace, New York. 


HARDWARE EXECUTIVE and catalog com- 
piler with twenty years’ experience in buying, 
pricing and compiling catalogs for large hard- 
ware jobber, desires position as buyer and would 
assist in compiling catalog. Thoroughly com- 
petent and active. A-l references. Address Box 
G-438, care of Harpware Ace, New York. 
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ERIENCED HARDWARE SALESMAN 
WI LARGE FOLLOWING OF THE BEST 
PAYING DEALER TRADE IN ri ENG. 
LAND DESIRES STAPLE LINE O ARD.- 
oor FOR a. ste ENGLAND TERRITO! z 
NUFACTU LINE PREFERRE 
ADDRESS BOX NG-432 aed OF HARD. 
WARE AGE, NEW YORK. 
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FOR 15 YEARS with one of the largest and 
most successful tool manufacturers in the coun- 
try, 6 years of this time as sales and advertisin 
manager, and 3 years in similiar work wit 
another most prominent tool manufacturer. 
Wishes to connect with manufacturer who needs 
active sales development. Address Box 193, care 
of Harpware Ace, 1402 Widener Bldg., Phila: 
delphia, Pa. 








POSITION WANTED—With hardware jobber 
or manufacturer, man with merchandise ideas, 
who can promote sales, who also understands 
office management and can work as an efficiency 
manager if necessary. Address Box 7092-A care 
of Harpware Ace, Otis Bldg., Chicago, IIl. 





YOUNG MAN, 26, experienced in hardware 
housewares and paints, desires position as asst. 
purchasing agent or salesman with similar or 
kindred line in New Jersey or New York. Ad- 
— Box G-441, care of Harpware Ace, New 

ork. 





HARDWARE—Young man, 21, now assistant 
buyer of hardware department in New York de- 
partment store, wishes position with reliable 
house as outside salesman, or a position with out- 
side work in view. Address Box G-443, care of 
Harpware Ace, New York. 








Get The Fighting Spirit 


Your business paper—HARDWARE AGE—brings to 
you each week the latest selling hints. We realize 
that “inspiration” and “determination” are just as 
essential to business success as is ability. Get in 





the habit of reading your trade paper carefully 
from cover to cover each week; get the fighting 

irit it instills and your books will show a better 
balance at the end of the year. 
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Sales Accounts Wanted 


SALESMAN WHO HAS been calling on the 
hardware jobbers and large retail stores in the 
East for the past 10 years desires one or two 
more lines of tools to sell to this trade. Only 
ood reliable lines will be considered. Address 

ox G-418, care of Harpware Ace, New York. 
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is the total number of replies for 1924 which have been received up to the closing date of this 
issue and forwarded through this department to advertisers using Box Numbers. This does not 
include replies that have gone direct to advertisers using their signature. 








Sales Representatives Wanted | Sales Representatives Wanted 











REPRESENTATIVES WANTED. A manu- STOVE SALESMEN WANTED for 1925. 
facturer of high grade coaster wagons requires | Salary and bonus, earnings limited only by abil- 
gra oS in — —. ow terri- | ity. Territories: Michigan, Iowa, Nebraska, 
tory available to big producers. alesmen cov- 
ering territory in a car handling one or two ra i an cae oY nd. a ——e — 
other lines for the hardware trade preferred. peese in Doth gas and coal goods. St ational ad- 

vertising, dealer cooperation. Applications de- 


In your first letter give age, experience and . 
references. Address P. O. Box No. 321, Salem, | sired from experienced and successful retail stove 


hio salesmen desiring road work, also from road men 


TRAVELING MEN WANTED who can en- with established acquaintance in territories men 


tioned who are looking for a proposition with a 
joy and ota their sales from Saunders Nor- greater future. We have no men in these terri- 








Sales Representatives Wanted 





HUSTLING SALESMEN wanted to sell on | vell’s “F Years of Hardware.” It is - : ; ; ; 
liberal og basis our popular line of | crammed | sales inspiration, background and | tories now so don’t hesitate to write, stating ter- 
Weeder Hoes to hardware | ideas. $3.00 a copy. Order your copy now | fitory preference, qualifications, etc. Address 








labor savin aN 


trade. RE D MFG. CO., Bangor, Penna. | from Harpware Acs, New York. Box G-426, care of Harpwarg Ace, New York. 








Get The Fighting Spirit 


Your business paper—HARDWARE AGE—brings to you each week 
the latest selling hints. We realize that “inspiration” and “deter- 
mination” are just as essential to business success as is ability. 


Get in the habit of reading your trade paper carefully from cover 
to cover each week; get the fighting spirit it instills and your books 
will show a better balance at the close of 1924. 























J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


RIVETS = | 


American Can 


BLACK IRON GALVANEEEO 


The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 





American Can Company 

















“They Have a 


ELEVATORS 


Bull Dog-Grip” 
Manufectured by 
U. S. Clethes Pin Ce., Mentpelier, Vt. 





[SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 


DUMBWAITERS 


Write fer eur catalog 
Energy Elevator Co. 
211 New St. Philadelphia 





ales Dept. 
1015 Union Bank Bldg., Pittsburgh, Pa. 

















| LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 


a= SCYTHES 


a since 1812, Axes since 1800 


RIXFORD ¥F6. co. 


East Highgate, Vt. 


Economy 
Hose Attachments 
Fer connecting hose to smooth 
faucets. Slips en and eff easily. 


Keconomy Mfg. Ce. 
5850 Germantewn Ave. 
Philadelphia, Pa. 


Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 
0. 


Oil, 








Syracuse, New York 




















Easily first in the manufacture of 
effective 


Tools for Stone-Working 


Send for our Catalogue—FREE 
TROW & HOLDEN CO. 


Barre Vermont 






Stop Leaky Faucets 
’ Samples FREE 
Zak U. S. WASHER CO. 
cy Box 398 

: Hartford, Conn. 
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Clamp’s Washers | 
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INDEX TO ADVERTISERS | 
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THE ADVERTISERS’ INDEX is published as a convenience and not es a Dart of the advertising contract. Every care will be taken to index correctly. 


Ne sllowanse will be made for errors 





A 
Ace Hdwe. Mfg. Corp...........-----ee08 99 
Adjustable Clamp Co...........-..eeee08 121 
Gino. 60 0 660500406 60sec sesees 121 
Aluminum Products Co..............-+08 46 
American Bolt & Screw Case Co.......... 123 
Amporienm Cam COs. ccccccccscccccccccceces 125 
American Gas Machine Co................ 45 
American Grinder Mfg. Co............... 101 
American Saw & Mfg. Co................ 122 
Amnericam Berew Ceo. cccccccccccccccccess 12 
American Shearer Mfg. Co............... 123 
American Sheet & Tin Plate Co.......... 120 
American Steel & Wire Co..............- 120 
American Swiss Magneto Co............. 31 
American Wire Fabrics Corp.............. 102 
Anti-Borax Compound Co................ 122 
Apex Stamping Co............0sseeeeceeee lll 
 , Gc dice uccéceeséevessees 117 
BE Be Ga, Ti Gn occ ce cctcovcevcscesce 5 
B 
Deieads Ga, TD We Weecccccscecvccsess 113 
EE «ng ceeesiehe seséuspeonegeneds 44 
Ee ee ere 118 
NE Re OE 114 
Sin cance ted cides eetecdued 104 
Boston Woven Hose & Rubber Co......... 50 
Bridgeport Hdwe. Mfg. Corp............. 10 
en chee eee deencecenden 101 
Brown & Sharpe Mfg. Co................ 122 
OE Ee ee 41 
Burnley Battery & Mfg. Co.............. 121 
Cc 
ee, ME ccccensscuseasonseuns 122 
Ge on awccetonnsesseseoun 81 
Se Se, “Cnwcncecenwensesesensessens 123 
Chatillon & Sons, John.................. 43 
CE Cn con tccnceccecencucess 122 
, SR BE Rc ccccccscccoecvcsceses 1 
Cleveland Metal Products Co............. 6-7 
Se EE Gn cccccccccececsceseoesss 109 
Congoleum-Nairn, Inc. ...............4.- 87 
Continental Wood Screw Co.............. 114 
Se, Be BD Beedcoccoceseceeccsvceccsces 36 
ec cone eeseunseecses 122 
Sy ME Diincceceuvececsoessecsess 8 
ee EG nets odede cbededuceted 113 
D 
Beemer Ge. Grain Ges Woes ccccccccccvese 120 
Se i Bs Hino0e6e06060neecccnvcscess 42 
“Gi, GBs o wc cccccccvccsvces 123 
Disston & Sons, Henry.................. 85 
Dixon Crucible Co., Joseph................ 105 
EE GS wasdesowencccccsecus 30 
E 
Ge.” Ginn on cccescepescevesees 125 
EE 107 
oh tenveh bette ence dueoes 48 
CS ST rrr 125 
Sy CE Glisecccessecccccceeness 120 
F 
I SD SE on occeecuweeseeeeus 93 
Premimnms BG Gane Ben Woocccccccccccccscces 111 
I i nnn n4eeeeuenssseesses 119 
ee Se i «vs sbveeetesstescuss 91 
PE, catens ccdeeesedoce sendeone 115 


i Mt Cod ek ivehenveebeemeadenwadhs 28 





Fowler & Union Horsenail Co............ 122 
Fraim-Slaymaker Hdwe. Co.............. 122 
ey Ge bas cs aus cheededebuis deweed 2 
G 
DG oc eowuneee cueeces 29 
General Fireproofing Co.................. 111 
ee a ec eekbaeseures 99 
ert ee 120 
ae eae ale 31 
Grasshopper Golf Bag Co................ 31 
Ws na Lg eons ewee’ euwene 112 
H 
ee ee Gs le Scie ve ccvcenccsecnsiee 106 
ee eG Ge Mes. ec cvcenceeuceveanus 30 
Se SS SE Gc cc ccccecvcdscevese 123 
NE Ee ee ee 117 
es Ge ED Gc bocce scteee es dens 9 
Hunt, Helm, Ferris & Co................ 33 
I 
ES GEE Giioces cc cccccectdoceve 116 
Indiana Steel & Wire Co................. 39 
_ International Development Co............ 24 
International Silver Co............. 19-20-21-22 
J 
Jennings Mfg. Co., Russell............... 121 
K - 
Kokomo Stamped Metal Co............... 30 
L 
Landreth Seed Co., D...... sonwkwewee teed 123 
Ree Gs Gig Doe ccccccccovceccessee 123 
ti oa ee ee taaelnd eewine 27 
EE 117 
Ludlow-Saylor Wire Co................... 109 
M 
McKinney Mfg. Co.................--. ot 2 
Mechanics & Metals National Bank...... 106 
Metallic Industries, Inc.................. 18 
Milwaukee Brush Mfg. Co................ 118 
Mitchell & Sons Co., The G. F............ 116 
Murray Products Co., The............... 14-15 
Myers & Brother Co., F. E............ 38, 123 
N 
I I cae 103 
National Juvenile Vehicle Co............ 26 
EE 89 
ee 99 
No-Liquid Door Check Co................. 118 
oO 
Ee ee ee ee 35 
ED Ge Wis We Us osc cies ecccuccs veces 121 
Pp 
Patterson-Sargent Co. .................. 34 
Peck, Stow & Wilcox Co. ................ 37 
Penn. & Atlantic Seaboard Hdwe. Assn.. 49 
Penn. Lawn Mower Wks................. 40 








Perkins-Campbell Co. .............. eeeee 107 
Peters Cartsidme Cos. ..ccccccctccccccccs 16-17 
Ck ec snevocedaseeen 120 
SD, Cn ie Mins 5 6au heeceaseceesnceses 121 
Peete Bees Giks. cc ccccccccesdcoves 119 
GM. os cndcnccbeseces’ 114 
Pyrex Sales Divisiorn...............esee0. 3 
Q 
Se BD ied i ckadccccdcdvedevds 112 
R 
Remington Arms Co., Inc.............e0- 128 
Richards-Wilcox Mfg. Co................. 83 
Ee ee . 125 
I a a a i i allt 122 
EE Seo 122 
eee ee Se, Gc. pc ccberveosscetves 114 
RS ee AAT I) Se 95 
S 
SO - 120 
Bameom Cordage WEs......cccccccccccccs 123 
Sand’s Level & Tool Co................. > * 
i at te 32 
Sherman Mfg. Co., H. B..............000 119 
eo ct cs erdoueue 125 
SELLE LIE OS TEE RE eS 25 
SE 127 
I a 122 
Standard Crayon Mfg. Co................ 125 
Standard Plate Glass Co.................. 119 
Sv ccccecueueduedswdesodeess an 
eee une 110 
BS I Wee Gio nkicccccccsccecees 122 
EE ET ey ee a 121 
I 122 
Syracuse Stamping Co., The.............. 125 
T 
Thomson Mfg. Co., Judson L............ . 125 
mea Gee Gs Bae ks oc bc o's dvic cov ds 125 
ES I Gh dens Sik cSedddesecdce 116 
i sk ce end cen 125 
Tubular Rivet & Stud Co................. 110 
GANS 6 cdvaewsivececeeecdseena 118 
U 
le ee EY TD nn oc od wcvcccvedoceec nds 125 
U. S. Expansion Bolt Co................. 117 
bc acaekéedensucseeeus 125 
Universal Industrial Corp................ 123 
Vv 
Pe BeeS Goiais és vccccvccecexee 116 
Ww 
Walden-Worcester Co., Inc.............. . 121 
Wausau Abrasives Co...............c00- 122 
White Co., H. Gose eee eee eeeeeeeeeeeeeee . 23 
hs ak wees 13 
Wickwire Spencer Steel Corp........... soda 
EE ie nk cca ceeeceun 122 
REELS A ene Ee a he 115 
Wright Steel & Wire Co., G. F........... 123 
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Ts oo. dn ak oe 060 Ste een 47 
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Now enjoying tremendous sales—a 
ee selected set of Snap-On Wrenches 

| SEQ SS See for the Ford Car in a heavy metal 
box with diagram which shows the 
owner just how to overhaul his car. 
Counter Display Stand Free. If 
you're not handling Snap-Ons, order 
a few of these sets as a starter. Our 
regular dealers may order the boxes 
empty and make up this set from 
regular Cabinet stock. 
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Service 


You can pick out a selected set of 
Snap-Ons from regular Cabinet stock 
for any make of car just as easily and 
as accurately as you can pick out the 
Ford Set. There’s nothing technical 
about Snap-On car owner service. 
Complete specifications with correct 
resale prices are always at your finger 
tips in the “What Car Do You Drive” 
book. This book is the master key 
to the great undeveloped socket 
wrench market. Let us tell you more 
in detail about the Snap-On system. 
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r YOU! Snap-on ASSORTMENT 


Add Extra Sockets and Handles As Needed 






+ 


ea MOTOR TOOL SPECIALTY 
ee ee eee COMPANY 
{ - I cd j Be. 2 | ; 14 E. Jackson Blvd., Chicago 


Hy 


' ‘ Distributing Branches in 18 
EBaErRpeaerteae Principal Jobbing Centers 


SNAP-ON WRENCH COMPANY, 
Mfrs. 


Milwaukee, Wisconsin 


Snap-on 


INTERCHANGEABLE 


Socket Wrenches 
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Make Money on Shotgun Shells 


Simplify and Concentrate Your Line 





HE go Remington Game Loads and 74 Economy Shells makeupthe only line ; 


of shotgun shells that will enable you to simplify and concentrate 100%. 




















This simplified line meets perfectly every requirement of the sportsmen of 
North America. In it you will find the right load and the best load for all - 
game hunted in your locality. 


Simplification and , , 
int ane ag In less than three years Remington Game Loads have become the largest selling 


Standardization : : . ss — 
ae shot shells in the United States. -This is positive proof that they are already the | 
by most popular shells with the sportsmen. They have built big business for Rem- 
ia ani ington, and for an army of dealers who have concentrated on them. 
: , te acapveres Moreover, these dealers have decreased their investment and increased their 
QO i I 


peter ea turnover. They have actually made more money. 


You can do the same thing by selecting the loads you need from this simplified 

ea line. Place your fall order now with your jobber’s salesman or the Remington 

JoRBERS’ AssociaTio> Representative. Buy Remington Game Loads and Economy Shells in case lots. 

Unitep Stati Use the Remington dealer helps, window displays, and merchandising sugges- 
ew gatas tions—every one a sure-fire business builder. 


Remington Arms Company, Inc. 
Established 1816 
25 Broadway New York City 


Remmngton 
Game Loads EconomY Shells 


Rifles Ammunition Shotguns Game Loads Cutlery Cash Registers 



























